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ABSTRACT 
 
The internet is a global phenomenon that human transmits information almost 
simultaneously. Thus websites have become a critical communication media not only for 
international business but also for society. Even though websites are globally accessible, 
users from different cultures may have different preferences and perceptions. By using 
Taiwan as a case to study for culture and web design, this thesis aims to find the design 
characteristics of Taiwan’s websites that are uniquely Taiwanese. It will also examine how 
cultural differences influences web design by comparing Taiwan’s websites and those of 
United States’ will be used to study according to Hofstede’s cultural dimensions theory. 
Quantitative analysis will be used to study the differences between two the cultures. The 
result of this thesis shows how the websites are influenced by the culture. A discussion of the 
findings and recommendations for future culture studies in web design are also included.  
1 
CHAPTER 1. INTRODUCTION 
 
1.1 Problem Statement 
The development of the Internet and the World Wide Web is a global phenomenon. Users 
from different countries and different cultures can access the same information on the 
Internet at the same time. Even though it appears that human society has become a global 
village in which people share information and knowledge simultaneously, it does not mean 
people from different cultures perceive the same information in the same way. Cultural 
differences have been studied for decades. Psychologists found that differences in values, 
preferences, and general cognitive processes exist between people from one culture to 
another. Psychologists and sociologists worked to evaluate culture and determine the 
differences between cultures. Thus, many different tools were developed to measure cultures.  
Today, not only are manufacturers facing a global market, but also international 
communication on global issues has become necessary. Because the World Wide Web 
(WWW) is accessible around the world, it plays an important role in this inter-cultural 
communication. In this situation, web design is the media that helps people interact and find 
information from the Internet. There are some studies that reveal the importance of culture in 
web design. Simon (2001) found that culture does have an influence on users’ satisfaction 
and perception. Chau et al. (2002) found that users from different cultures have different 
purposes for using the Internet. Thus, they have different impressions and interpretations of 
2 
the same website. More recently, Cyr and Trevor-Smith (2004) found that design differences 
do exist between cultures. Therefore, web design for specific cultures is very important. 
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Figure 1.1. Internet users by world regions (Internet World Stats, access on Dec. 2009) 
Figure 1.1 shows the number of Internet users by world region. By 2009, there were 
738 million people using the Internet in Asia. When compared to the 114 million people 
using the Internet in 2000, it can be seen that the Internet has grown rapidly in Asia. Since its 
beginning in 1994, the Internet has become necessary to Taiwan’s people. This study uses 
Taiwan as a case study to understand the relationship between culture and web design. 
According to Internet World Stats (2009), Taiwan has a high Internet penetration of 65.9%. 
The statistical data from the Taiwan Network Information Center (TWNIC, 2009) indicates 
that there were 6,970,657 (60%) male users and 6,322,130 (55%) female users of the Internet 
3 
by January 2009 (12-100 year-old), and the most frequent use of the Internet was web 
browsing. People in Taiwan can easily connect to the Internet and access websites as part of 
their life. Thus, the Internet and the World Wild Web (WWW) are critical to the people of 
Taiwan.  
 
1.2 Purpose and Research Questions 
The purpose of this study is to determine the relationship between culture and the design 
elements of web design. In this research, two questions will be studied.  
1. What is the visual tendency of Taiwan’s websites, and 
2. To what degree does web design in Taiwan reflect Taiwan’s culture? 
 
1.3 Thesis Structure 
This thesis begins with the introduction that includes the problem statements and the purpose 
of this study. The literature review introduces the culture theories of physiologists and 
sociologists; the culture of Taiwan; and web design elements. A quantitative study is 
conducted and described in the methodology chapter. Following the methodology are the 
results and discussion. Finally, the conclusion, limitations, and suggestions are examined.   
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CHAPTER 2. LITERATURE REVIEW 
 
2.1 Cultures and Culture Difference 
Human society has already become a global village. Designers now face a diverse audience, 
and they need to design for different cultures with different needs. Therefore, it is important 
for graphic designers to understand cultural differences and know how they will affect the 
audience. This literature review introduces past research into cultural differences. 
 
2.1.1 The Importance of Culture in Visual Design 
Based on the Adaptive Decision Making (ADM) theory (Payne, Bettman, and Johnson, 
1993), knowledge, training, and culture contribute to one’s background and thus affects one’s 
judgment and decision-making process. In a study by Boling et al. (2004) that measured the 
gap between the intended meaning of designers and the perceived meaning of viewers, the 
researchers found that some audience members misinterpreted meaning even when they 
recognized the objects. Boling et al. concluded, “despite what appears to be a cross-cultural 
ability to recognize objects depicted in pictures, the visual content of an illustration is 
frequently a vehicle to communicate a more complex meaning of the picture, this intended 
meaning may often be misunderstood or unrecognized by the viewer” (Boling et al., 2004, 
p.189). Culture, as part of an individual’s background, is one of the critical reasons for the 
gap’s existence. Evidence of the different perceptions caused by culture can also be found in 
painting. One example is found by comparing traditional Chinese painting and Japanese 
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Ukiyoe with western painting. Both Chinese painting and Ukiyo-e do not focus on real 
proportion and perspective but on balance and unity (Neuer, Libertson and Yoshida, 1979). 
In contrast, western painting focuses on perspective and the quality of reality. 
 
2.1.2 Defining Culture 
Even though human beings have the same physical and biological features, such as body 
structures, senses and emotions, the way people react and perceive the same thing is 
different. Existing research shows culture is one of the main factors that make people around 
the world different; Samovar (1995, p.80) claims that culture is the primary determination of 
human perception. Culture can be seen as the characteristics and personalities of a group of 
people. Psychologists Markus and Hamedani (2007, p.11) define culture as the patterns of 
representations, actions, and artifacts that are distributed or spread by social interaction. 
Culture has many different aspects to it; Shweder (1999, p.212) describes culture as 
involving “community-specific ideas about what is true, good, beautiful and efficient that 
are…constitutive of different ways of life, and play a part in the self-understanding of 
members of the community.” That is to say, culture has impact on people from inner values 
and morality to external practice (art, clothing, food, and so forth). When people from 
different cultures perceive the messages in a visual design, culture, thus, plays an important 
role in affecting the perception of the audience. For instance, the regular hexagram in Jewish 
society has religious meaning, but in most Asian cultures, the regular hexagram does not 
6 
have a religious connotation. The inner thought processes of a person in one culture differ 
from the thought processes of a person in another culture. 
Hofstede (2005, p.7) describes the manifestations of culture in terms of different 
levels (Figure 2.1). Based on human nature, people build personalities that are affected by 
their own cultures. Cultural differences manifest in various ways. There are four different 
levels from values to symbols described by Hofstede:  
1. Values: Values are the first level of cultural manifestation. They are an inner 
aspect of human beings and are absorbed by individuals unconsciously from birth. 
Different cultures have different values. For example, they have different 
concepts surrounding, evil versus good, dirty versus clean, or dangerous versus 
safe and so forth.  
2. Rituals: Rituals are the second level of cultural manifestation. All of the 
collective activities found in a culture are rituals. Rituals are socially essential. An 
example of a ritual is how individuals within a culture greet each other. 
3. Heroes: Heroes are the third level. The people who display characteristics that 
are highly prized in a culture are its heroes. The heroes serve as prototypes or 
models for other people within that culture. 
4. Symbols: Symbols have specific meanings; they are only recognized by the 
people within the same culture. A symbol can be a word, picture, or object. 
Symbols change easily; therefore, symbols are on the outmost layer (level4). 
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Figure 2.1. The “Onion”: Manifestations of culture (Hofstede, 2005, p.7) 
Level two through level four are Rituals, Heroes and Symbols. These levels are practices, 
which mean they are visible manifestations of culture. Practices change easily; however, 
values are very stable. Hofstede believes that the change of values is slow. Therefore, 
cultural differences still exist among people from different societies, even though technology 
allows people from different societies to share information instantaneously. 
 
2.1.3 Dimensional Differences Between Cultures 
Psychologists use different methods to identify and study components of cultural context. 
One of many methods is the dimensional approach. The dimensional approach is used to 
explain the differences in attitudes, beliefs, values, and behaviors (Markus and Hamedani, 
2007, p.14).  
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Some researchers have done dimensional approach researches; the largest one in scale 
was the survey that Geert Hofstede did with IBM. Hofstede (2005) conducted a large-scale 
survey with IBM employees from seventy-four countries and regions. He created five 
different scales to measure the differences between each culture. The following are the five 
dimensions Hofstede used to measure cultures:  
1. Power Distance (PDI): The countries or regions that scored higher in power 
distance have a more hierarchical relationship between people. On the other hand, 
people in low power distance countries or regions are more equal. Hofstede 
proposes that PDI scores tell the dependence relationship in each country or 
region. 
2. Individualism and Collectivism (IDV): People from countries or regions that 
score-high in individualism are more independent and have their own opinions, 
thus choosing their own affiliations. Hofstede also discusses in his book that there 
are differences in the language structure and behaviors between societies that 
favor individualism and societies that favor collectivism. 
3. Masculinity and Femininity (MAS): This scale measures the traditional 
male/female component of a country or region. A high score for a country or 
region indicated that it is more masculine. In contrast, a lower score for a country 
or region indicated that it is more feminine. 
4. Uncertainty Avoidance (UAI): Uncertainty Avoidance is defined as the extent 
to which the members of a culture feel threatened by ambiguous or unknown 
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situations. Countries or regions that score high in uncertainty avoidance tend to 
cope with anxiety by minimizing uncertainty. Cultures that scored high in 
uncertainty avoidance prefer rules (e.g. about religion and food) and structured 
circumstances. Also, employees tend to remain longer with their present 
employer. 
5. Long-term and Short-term-Orientation (LTO): Long-term-orientation 
stands for the fostering the virtues oriented toward future reward. In particular, 
these values include perseverance, and thrift. A key characteristic of countries or 
regions with a long-term orientation is synthetic thinking. For example, in 
countries or regions that have a short-term orientation, people have a standard 
guideline of good verses evil. However, people in countries or regions that have a 
long-term orientation think good and evil depends on circumstances. 
The results of this survey reveal the general core values of cultures. Different characteristics 
are also shown visually. For example, the United States placed first on the Individualism and 
Collectivism scale, while Taiwan placed sixty-fourth out of seventy-four. This indicates that 
the culture of the United States is very individualized. On the other hand, the culture in 
Taiwan tends to be collective. This difference can be seen on the front page of the Citi Bank 
website for the United States and for Taiwan (See Figure 2.2 and Figure 2.3). On the United 
States version of the Citi Bank site, there is only one image of a person. In contrast, the 
Taiwan version of the Citi Bank site has more images on the first page. In addition, a number 
10 
of these images show a group of people. The different use of images may relate to Hofstede’s 
cultural dimensions such as individualism and/ or masculinity and femininity dimension. 
 
Figure 2.2. Citi Bank’s home page, United States (http://www.citibank.com, 2008) 
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Figure 2.3. Citi Bank’s home page United States (http://www.citibank.com.tw, 2008) 
2.1.4 Culture as a Tool of Perception 
Instead of the dimensional approach to studying culture, some psychologists use other 
approaches. Nisbett created many surveys to find how culture can affect the perception of 
people in a specific culture. Nisbett (2003) claimed that many scholars believe there is a very 
different thinking system between Westerners (primarily Europeans, Americans, and citizens 
of the British Commonwealth) and East Asians (principally the people of China, Korea, and 
Japan). To explain the factors that cause the difference, Nisbett (2003) explored the origins of 
Western and Eastern thought, which are ancient Greece and China. This exploration provided 
a schematic model of influences on cognitive processes (see Figure 2.4). The illustration on 
the left is the Greek style of thought; the illustration on the right is the Chinese style of 
thought. In Greek thought, the cognitive process is linear. However, the cognitive process in 
Chinese thought is described as one process containing the other. 
12 
 
Figure 2.4. Schematic models of influences on cognitive process. The left is Greek thought; 
the right is Chinese thought. (Nisbett, 2003, p.33) 
Many studies have been performed to explore the differences between western and 
eastern thought. Developmental psychologist Chiu (1972) did a survey with both American 
and Chinese children. By showing the children three objects, Chiu tried to figure out how 
children categorize objects. The results showed that American children tended to group 
objects by categories (e.g., animals and plants are two different categories); on the other 
hand, Chinese children tend to group the objects by relationships (e.g., they picked grass with 
cow because the cow eats the grass). More recently, Ji, L. et al. (2002) also found the similar 
results in their research. Instead of using images, they used words. The participants were 
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given three words (e.g., panda, monkey, and banana) and were instructed to indicate the two 
words that were more closely related. The result showed that people from mainland China 
and Taiwan based their decision on the relationship between the words; the people from 
America based their decision according to common category. Both of these studies show an 
essential difference between eastern and western cultures; easterners consider relationships 
more than objects. This fact is also shown in Hofstede’s research. Eastern cultures (China, 
Japan, Korea and Taiwan) rank low in individualism in the Individualism and Collectivism 
test. 
Norenzayan, Smith, Kim, and Nisbett (2002) created additional studies to explore the 
idea further. The target object is shown to the participants. Then the participants were asked 
to choose one of the groups, which they felt was more similar to the target object. The results 
showed that East Asians were more likely to regard the target as most similar to the group 
that shared a strong resemblance to the target. In contrast, Americans were more likely to 
regard the target as most similar to the group that belonged to the same rule-based category. 
More recently, Kitayama, Duffy, Kawamura and Larsen (2003) conducted a study 
with Japanese and American people to test cultural differences in perception. The 
participants were showed the original stimulus and than were asked to draw an absolute line 
and a relative line in a smaller square. The absolute line means the exact same length with the 
original line; the relative line means the correct proportion of line and square. The results 
showed that Japanese participants had more errors on the absolute task. Conversely, the 
American participants had more errors on relative tasks (see Figure 2.5). The results showed 
14 
that Japanese participants were affected by the environment more than the American 
participants. 
 
Figure 2.5. Results of frame-line test (Kitayama, Duffy, Kawamura and Larsen, 2003) 
 
Summary: Culture and Cultural Differences 
Psychologists used different approaches to find the characteristics of different cultures. All of 
the studies indicate that culture influences perception and makes people from different 
cultures have different ways of thinking. Furthermore, the results show that easterners see 
relationships as more important than individual objects. With the research that has been done 
on culture in psychology, it has been shown that culture can be measured as dimensions and 
differences between different cultures can be identified. Since the World Wide Web has 
global access and plays an important role in everyday life, cultural differences shall also have 
a huge impact on this media. Web design, as conveying messages in this communication 
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process, needs to consider cultural differences when designing a website for a specific 
country or region. 
 
2.2 Culture of Taiwan 
In order to understand the culture of Taiwan, this section includes geographical information; 
historical information; information about folk religion, philosophy, and Chinese cultural 
values; and the cultural dimensions (concluded by Hofstede) for Taiwan. 
 
2.2.1 Geography and History of Taiwan 
Separated from the Asian continent, Taiwan is an island off the coast of mainland China in 
the Pacific Ocean. According to the U.S. Central Intelligence Agency (2009), 84% of people 
are Taiwanese, 14% of people are mainland Chinese, and 2% are aboriginal Taiwanese. In 
history, Taiwan was settled by the Dutch, Japan, and China. China had the greatest influence. 
In 1895, military defeat forced China to cede Taiwan to Japan. Taiwan reverted to Chinese 
control after World War II. Following the Communist victory on the mainland in 1949, 2 
million Nationalists fled to Taiwan and established a government using the 1946 constitution 
drawn up for all of China. Over the next five decades, the ruling authorities gradually 
democratized and incorporated the local population within the governing structure. In 2000, 
Taiwan underwent its first peaceful transfer of power from the Nationalist Party to the 
Democratic Progressive Party. Throughout this period, the island prospered and became one 
of East Asia's economic "Tigers." 
16 
 
2.2.2 Folk Religion and Philosophy in Taiwan 
The most influential philosophy in Asia is Taoism. Taiwan society is strongly affected by 
Taoism as well. According to the Control Intelligence Agency (2009), the main religious 
beliefs in Taiwan are a mixture of Buddhism and Taoism, which are held by 93% of the 
population. According to Davidson and Reed (1998, p.37), Taiwan folk religion was brought 
by early settlers from Fujian and Guangdong, which are located on the southeast coastal side 
of China. The deities that Taiwan folk religion worships have roots in China. In addition to 
gods and goddesses, spirits and ghosts are also worshiped by the Taiwan people, especially 
the spirits of ancestors. Davidson and Reed (1998, p.41) also indicate that Taiwan folk 
religion is the foundation of Taiwan folk arts, puppet and opera theaters, and community 
identity.  
Originally developed by Lao-Zi, Taoism is the main philosophy that immensely 
affects Chinese culture. Little & Eichman (2000, p.13) point out that “…its influence is clear 
in such diverse realms of Chinese culture as political theory, medicine, painting and 
calligraphy, and even Chan(zen) Buddhism.” The principle concept of Taoism is to make 
human and nature become one. The emphasis on unity and harmony is influential in Chinese 
culture. Five agents constitute nature in Chinese culture: fire, metal, wood, water, and earth 
(Davidson and Reed, 1998, p.41). The Tai-Ji symbol (Figure 2.6), is a combination of Yin 
and Yan. Yin represents the female and night; Yan represents the male and day. The 
combination of Yin and Yan represents the harmony of the Supreme Ultimate (Lip, 2000). 
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Along with Tai-Ji, Figure 2.7 shows the diagram of Ba-Gua from the I Ching (Yi-Jin). Ba-
Gua is the diagram depicting how the world was created in Chinese philosophy. Ba-Gua is 
applied to Feng-Shui and religious practice in Taoism. Even though Westernization happens 
in many aspects, the Taiwan’s folk religion still strongly influences Taiwan folk psychology 
(Davidson and Reed, 1998, p.43). Temples are everywhere and tend to be very populated 
spots. Fortune telling based on Ba-Gua and I Ching is a popular cultural activity in Taiwan. 
 
 
 
 
Figure 2.6. Tai-Ji Symbol: the combination of Yin and Yan 
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Figure 2.7. The Ba-Gua diagram from I Ching (Yi-Jing) 
 
2.2.3 Taiwan’s Cultural Dimensions 
As discussed previously, Hofstede’s culture theory measures cultures in different dimensions. 
In this section, the results of Hofstede’s research that apply to Taiwan will be introduced. 
According to Hofstede’s research, Taiwan is a typical eastern society. Figure 2.8 shows the 
ranks of Taiwan in Hofstede’s culture measurements and is followed by the description and 
visual manifestation of each cultural dimension. 
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Figure 2.8. Taiwan’s ranking within each cultural dimension (Hofstede, 2005) 
 
Power Distance (PDI): In Power Distance, Taiwan ranks lower than average. It 
shows that in Taiwan, power authority is not very strong yet it is not totally equal. In visual 
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manifestations, an image containing a single person or a person that stands out from a group 
of people is considered to have a high power distance. Also, formal dress and the display 
heights of non-human figures also provide a sense of power distance.  
Individualism and Collectivism (IDV): Taiwan ranks low in this measurement. That 
is to say, the culture in Taiwan tends to be collective. Collective work is much more 
preferable than individual work. A collectivistic society values groups over individuals. The 
individual’s time, freedom, and challenge is not that important in Taiwan. Harmony is more 
important than an individual’s honesty and truth in the family relationship. In addition, the 
society prefers the rights of the group to the rights of the individual.  
Masculinity and Femininity (MAS): The result of this dimension shows that 
Taiwan society tends to be more feminine. The masculine role focuses on assertiveness, 
competition, and toughness. The feminine role focuses on home, children, people, and 
tenderness. The femininity of Taiwan means that people in Taiwan tend to keep good 
relations with supervisors, peers, and subordinates; perusing good living and working 
conditions; and value employment security. 
Uncertainty Avoidance (UAI): In this dimension, Taiwan shows high uncertainty 
avoidance, which means the Taiwan people treat uncertainty as a threat. People in Taiwan 
feel anxiety over uncertainty or unknown matters. Business in Taiwan may have formal 
rules, require longer career commitments, and focus on tactical operations rather than 
strategy. Teachers are expected to be experts who know the answers and may speak in a 
cryptic language that excludes novices. 
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Long-term and short-term-orientation (LTO): Long-term orientation cultures are 
those affected deeply by Confucian philosophy. Most Asian cultures score high in this 
dimension, and Taiwan is not an exception. The order and relationship of Confucianism is 
still influential in Taiwan. To make a stable society, the relationships with others are not 
equal but hierarchical. The family is the prototype of the whole society. Older people have 
more authority than younger people. Virtuous behavior in work means trying to acquire skills 
and education; working hard; and being frugal, patient, and persevering.  
 
2.2.4 Chinese Cultural Values 
According to Fan (2000, p.4), Chinese culture was rooted in society for four thousand 
years and even affects people in different regions, including mainland China, Hong Kong, 
Taiwan, and the Chinese people overseas. Fan conducted a study to explore Chinese values 
and there were 71 ones listed. The core values of Chinese culture are described by Yau 
(1994) through five different orientations. 
1. Man-nature orientation: Affected by Taoism, harmony with nature is the key 
aspect of man-nature orientation. Instead of being the controller of nature, Taoism 
believes that man is part of nature. Therefore, harmony with nature must be 
pursued. The other aspect of man-nature orientation is Yuan. Described by Yau, 
Yuan is “predetermined relations with other things or individuals, which are far 
beyond one's control…” (Yau, 1994, p.69). The Chinese people believe that the 
interrelationship with the universe is governed by a powerful external force. 
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2. Man-to-himself orientation: Abasement and situation-orientation are two 
aspects of man-to himself orientation. Modesty and self-effacement are two 
important virtues in Chinese culture. For example, ‘an unfilial son’ is the word an 
individual calls him or herself to show abasement (Yau, 1994). A Chinese person 
develops a pragmatic situation-orientation because of the childhood family 
environment. Besides parents, a Chinese child is reared and accompanied with 
uncles and aunts, thus helping him or her develop different points of view. This 
orientation supports the collectivism dimension Hofstede measured.   
3. Relationship orientation: Yau (1994) describes relationship orientation in four 
aspects: respect for authority, group-orientation, interdependence, and face. 
Because of Confucianism’s influence, Chinese people respect authority strongly 
(Lip, 2000). The hierarchy of relationships is defined as Wu Lun (five 
relationships): (1) sovereign and subject, (2) father and son, (3) husband and wife, 
(4) elder and younger brothers, and (5) friend and friend (Fan, 2000). Sovereign 
has duty to subject; subject has loyalty to sovereign. Father has love to son; son 
has obedience to father. Husband has obligation to wife; wife has submission to 
husband. Friend and friend trust each other. Le Claire (1992) describes that 
collectivism is one of the nature characteristics of Chinese culture. Same with the 
result shown in Hofstede’s study, which shows China, Hong Kong and Taiwan 
are collectivism cultures, this shows that the value of the group is much more 
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important than an individual’s value. Face is the influence of interpersonal 
relationships within a group. 
4. Time orientation: The Chinese have great respect for the past (Yau, 1994; le 
Claire, 1992). The family tradition and the worship of ancestors are evidence of 
this past-time orientation. Except past-time orientation, the Chinese also regard 
community as an important factor of life. Once the relationship is established, it 
will last for long time. This orientation is also supporting the long-term 
orientation in Hofstede’s cultural dimensions. 
5. Personal-activity orientation: The personal-activity orientation is the concept 
of moral self-control. Mean (Zhong Yong) is the critical concept of Confucius 
affecting the Chinese people. Mean, also refers to average, means without 
inclination to either side (Legge, 1960). The Chinese are taught to avoid complete 
repression or unrestricted satisfaction of primitive passion and impulses (Yau, 
1994; Fan, 2000). 
 
Summary: Culture of Taiwan 
Even though Taiwan had been settled by the Netherlands, Japan and China, the dominant 
culture in Taiwan is still Chinese culture. Taoism and Confucianism influenced Chinese 
culture deeply. Based on their philosophy, the Chinese have different orientations in terms of 
human-to-nature, man-to-himself, relationships, time, and personal-activity. These studies 
reveal the uniqueness of Chinese culture. 
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2.3. Elements of Web Design 
According to Krug (2006), there are many web design elements, such as site identity, 
navigation, visual hierarchy, tagline…etc. This research focuses on four elements: (1) 
navigation, (2) layout, (3) icons, and (4) color because these elements have stronger visual 
design elements. This section will demonstrate each element separately. 
 
2.3.1 Navigation 
“The Web is a navigational system” (Nielsen, 2000, p.188). When using the web, users move 
through information and different pages by clicking hyperlinks. According to Garret (2003, 
pp.125-126), three goals need to be achieved in terms of a good navigation system. First, the 
navigation provides users a way to go from one point to another point as a tool. Second, the 
navigation should show the relationships between the elements of websites. Third, the 
navigation should show the current page that users are viewing and its relationship with other 
elements of the website.  
 
2.3.1.1 Navigation Systems 
Different kinds of navigation systems exist within one website. Garret (2003) explains them 
as: global navigation, local navigation, supplementary navigation, contextual navigation, and 
courtesy navigation. Figure 2.8 shows the difference between these five navigation systems 
as diagrams. A website may have a combination of two or more navigation systems 
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according to its own needs. Following are the definitions of the five navigation systems 
Garret describes (see Figure 2.9): 
1. Global navigation: It provides the key set of access points users may need.  
2. Local navigation: It provides the user the related pages in a hierarchical 
information structure. 
3. Supplementary navigation: It provides shortcuts from one point to a related 
content, which may not be accessible though global navigation and local 
navigation. 
4. Contextual navigation: It happens within the page content (i.e., a hyperlink 
within the text). 
5. Courtesy navigation: It provides access that users do not need in general. 
Links like contact information or feedback are examples. 
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Figure 2.9. Five navigation systems (Garret, 2003, p.127-130) 
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2.3.1.2 Visual Hierarchy 
Visual hierarchy is comprised of design elements providing important visual cues to increase 
a website’s ease of navigation. Both Fleming (1998, p.21) and Krug (2006, p.31) claim that 
visual hierarchy can provide guidance to users. Movement, color, position, size and other 
factors can help users to navigate the interface easily. Visual hierarchy provides a viewing 
sequence of all elements. All visual cues should make the relationships between elements on 
the page both clear and accurate. To create visual hierarchy, there are three methods: (1) 
adjusting the relative size of elements on a page, (2) using color coding and contrast, and (3) 
using movement. The following paragraphs describe each method. 
1. Size contrast between elements can show the importance of one element over 
the others. Large and bold typography usually get attention from viewers at the 
first glance. For instance, headers should be larger than body text to show their 
importance in the hierarchy. Fleming (1998, p.64) also mentions that if a page full 
of information is presented without visual clues and hierarchy, users will be 
overwhelmed by the information. 
2. Color coding can provide the user with a strong visual hint of the relationship 
between elements. Color coding not only can create harmony by using similar 
colors but also can be an indicator by using contrasting colors. Figure 2.10 shows 
the use of contrasting color coding to serve as an indicator of the user’s current 
location. In contrast, Figure 2.11 shows the application of similar color coding in 
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order to create unity and harmony as well as emphasize the relationship between 
different pages. 
 
Figure 2.10. Contrasting color coding as an indicator of the user’s location 
 
 
Figure 2.11. Similar color coding can create unity and harmony in categorizing content 
3. Movement catches users’ attention immediately. Moving graphics and 
multimedia can create a richer visual experience for users. “Used judiciously and 
with purpose, animation can be an exciting and effective way to communicate 
information” (Fleming, 1998, p.65). However, too much movement on one web 
page will reduce hierarchy and create a busy visual experience, which may cause 
users to feel overwhelmed. 
 
2.3.2 Layout 
Layout means the composition of every element in a design. The layout in web design is 
related to navigation because the arrangement of every element can also increase visual 
hierarchy. Fleming mentions that the “placement or position of elements can also 
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communicate their relative importance or the sequence…” (1998, p.65). A well-designed 
layout of a web page is not only aesthetically pleasing but also provides users more 
comprehensive information of its content (United States Department of Health and Human 
Services, 2006, p.44). 
 
2.3.2.1 Applying a Grid 
Lewis (1978, p.86) states the grid is based on the repetitive rhythm of carefully placed units. 
According to Garrett (2003, p.148) and Watzman & Re (2008, p.343), the grid system not 
only helps to unify elements but also makes them consistent. In addition, the grid system 
helps web users use websites more efficiently and easily. Applying a grid to web page can be 
essential and helpful to layout design. Figure 2.12 shows the grid system of MSN.com and 
the MSN.com website. 
 
Figure 2.12. Applying a grid to web page layout 
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2.3.2.2 Different Layout Structure 
There are essential elements that should be considered in the layout design of a website. As 
shown in Figure 2.13, the identity, global navigation menu, way finding clues (bread 
crumbs), local navigation, headlines, and other elements should be arranged carefully. Based 
on the computer’s nature, the reading direction of a web page is from left to right and top to 
bottom. The top-left corner is the most important part of a web page. Therefore, site 
identification is usually positioned on the top left. Vest, Crowson and Pochran (2005, p.26) 
explain the top and left part of a web page as the ‘Classic Inverted L Shape.’ Figure 2.14 is 
the screenshot of a Yahoo.com web page, which uses the inverted L shape structure. It is a 
common structure and is widely used in web layout design.  
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Figure 2.13. Example of web page layout (Krug, 2006, p.96) 
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Figure 2.14. Example of inverted L shape structure (Yahoo.com, 09/09) 
The top header and left side navigation bar are two common positions to place the 
main navigation links. The top navigation bar often uses drop-down navigation. As shown in 
Figure 2.15, drop-down navigation menus provide sub-navigation menus to the user. Drop 
down navigation is activated by either a mouse-over or a mouse click on the main navigation 
item. It makes the layout more organized and allows the page to remain clean and simple 
(Vest, Crowson and Pochran, 2005, p.26). Side navigation puts the main navigation items on 
the left part of a web page; the side navigation menu is also very clean and simple to use.  
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Figure 2.15. Top navigation with drop-down menu (flickr.com, 09/09) 
 
2.3.3 Icons 
Symbols and icons have different definitions. Per Mollerup describes a symbol “as arbitrarily 
linked to their object” (1999, p.84). A non-figurative trademark on the letterhead of a bank is 
an example of a symbol. Icons, according to Per Mollerup, are “linked to their object by 
similarity” (1999, p.84). Icons can be divided into images, diagrams, and metaphor. Images 
are highly representational signs that look very similar to their objects. Diagrams are 
schematic signs that show the structure of the object. Metaphorical signs share conceptual 
qualities with the object. Table 2.1 shows examples of each category: the letter directly 
representing email is an image; the simplified car representing the auto is a diagram; the 
combined fork and knife representing a restaurant is a metaphor. 
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Table 2.1. Three different kinds of icons 
Icon 
   
Category Image Diagram Metaphor 
Representation E-mail Auto Restaurant 
According to Horton (1994, p.2), icons are “the small pictorial symbols used on 
computer menus, windows, and screens.” He also claims that in a broad definition, all the 
visual symbols on the screen are icons. Icons of websites are important for conveying 
information to users and for navigation. Well-designed icons can help users understand their 
meaning at a glance and help users react more quickly. The icons should be designed with 
the visual style of the website in mind to maintain unity.  
“Well-formatted graphic displays improve the productivity of work, especially for 
impatient or harried users” (Horton, 1994, p.3). Instead of showing text, icons can save space 
and avoid the different lengths that texts buttons create. Also, icons are easy to recognize and  
help identify concepts for users.  
Compared to language, graphics are more neutral media for conveying messages and 
information. However, in a survey that tested the web icons of travel websites, Syarief et al. 
(2003) found that different cultures have different interpretations of the meaning of website 
icons. Therefore, different icons with the same meaning are created for different cultures. 
Table 2.2 is an example of the different icon usage in Yahoo.com for two different nations. 
One set of icons is from the United States site Yahoo.com website, and the other set is from 
the TaiwanYahoo.com website. 
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Table 2.2. The icons on homepage: Yahoo US & Yahoo Taiwan (June, 2009) 
Icons from Yahoo! US Icons from Yahoo! TW 
 Shopping  Shopping 
 Groups  Groups 
 Personals   
 Games  Entertainment 
 Movies/TVs   
 Music   
 Travel   
 Mobile   
 Sports  Information 
 Maps   
 Answers   
 Autos   
 Real estate   
 Hot Jobs   
 OMG   
 Finances   
 Shine  My (setting) 
 Yellow page  Company 
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2.3.4 Color 
Color is considered the strongest emotional element in visual communication (Watzman & 
Re, 2008, p.347). Unlike color for printing, which uses inks, screen color uses three colors of 
light. The colors are red, green, and blue, usually referred to as RGB. All colors shown on 
computer screens are created by combining the RGB colors in varying proportions. For 
composite colors, there are three properties of color. The first one is hue; hue is simply 
another name for colors, referring to the color itself. The second one is saturation, also called 
chroma or intensity. Saturation refers to the brightness of the hue. The third one is value, 
which refers to the lightness or darkness of a color. Color also plays an important role in 
legibility. Combining text and a texture background of similar colors on a webpage decreases 
its legibility. A strong contrast between the text and background is necessary for easier 
browsing.  
Different color perceptions also exist between cultures. Russo and Boor (1993) found 
different color interpretations in six different countries. Table 2.3 shows the different color 
interpretations of the countries from the study. The website is a medium that is accessible to 
an audience from all over the world. Therefore, understanding the difference in color 
interpretation is even more important to web designers. For example, according to Table 2.4, 
the color red in the United States would be interpreted as a sign for danger; however, in 
China, red is a very positive color that represents happiness. 
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Table 2.3. Cultural interpretation of colors (Russo, P. & Boor, S., 1993) 
Culture United 
States 
France Egypt India Japan China 
Red Danger Aristocracy  Death  Life  
Creativity 
Anger  
Danger 
Happiness 
Blue Masculinity Freedom  
Peace 
Virtue  
Faith 
Truth 
 Villainy Heavens   
Clouds 
Green Safety Criminality  Fertility 
Strength 
Prosperity 
Fertility 
Future   
Youth 
Energy 
Ming Dynasty 
Heavens 
Clouds 
Yellow Cowardice Temporary  
 
Happiness  
Prosperity 
Success Grace 
Nobility 
Birth 
Wealth 
Power 
White Purity Neutrality Joy Death  
Purity 
Death Death 
Purity 
As mentioned previously, the concept of five agents, which are fire, metal, wood, 
earth, and water, in nature is present in Chinese culture. The five agents are associated with 
many different cultural symbols (Peterson and Cullen, 2000, p.149), including directions, 
seasons, and mystic animals. Colors are also associated with the five agents. As shown in 
Table 2.4, Blue is associated with wood, spring and east; red is associated with fire, summer 
and south; yellow is associated with earth, summer and middle; white is associated with 
metal, fall and west; black is associated with water, winter and north. Peterson and Cullen 
(2000, p.149) also mentions the usage of colors in Chinese culture is determined by the 
hierarchy of each element’s attributes: 
1. Fire, represented by red, overcomes metal;  
2. Metal, represented by white, overcomes wood; 
3. Wood, represented by blue/green, overcomes earth; 
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4. Earth, represented by yellow, overcomes water.  
5. Water, represented by black, overcomes fire. 
The order of this hierarchy is a loop; it also reveals the concept of harmony of nature. 
Table 2.4. Relationship of Five Elements and Other Aspects 
Five Elements Wood Fire Earth Metal  Water 
Seasons Spring Summer Summer Fall Winter 
Colors Blue Red Yellow White Black 
Directions East South Middle West North 
Overcome Earth Metal Water Wood Fire 
According to the research of Russo & Boor (1993) (Table 2.3), the meanings of 
colors vary among cultures. As mention previously, Chinese culture is dominant in Taiwan. 
Peterson and Cullen also claim “in Taiwan, color use and theory follows the traditional 
Chinese model” (2000, p.147). Influenced by Chinese culture, Taiwan actually preserves 
many traditional customs and color usage compared with mainland China after the Cultural 
Revolution. The following are the general understanding of colors in Taiwan. 
1. Blue: Blue signifies the sky and water. It has a positive association with 
heavenly blessing (Lip, 2000). In Chinese culture, water represents the idea of 
femininity in nature. As the term ‘blue collar’ is widely used, blue also represents 
the low status of workers (Peterson and Cullen, 2000, p.148). Blue is also used in 
the national flag of Taiwan, representing the sky and freedom. 
2. Red: Red represents happiness, joy, good luck, good fortune, and fertility 
(Peterson and Cullen, 2000; Lip, 2000). Red is widely used in weddings (shown 
in Figure 2.16) and during the Lunar New Year. Older people give money to 
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children in red envelopes for good luck. When a newborn child is one-month-old, 
people celebrate with red eggs (shown in Figure 2.17) and other food. Red is 
always associated with good luck and happiness.  
 
Figure 2.16. Traditional wedding paraphernalia in Taiwan 
 
Figure 2.17. Red is used to represent happiness 
3. Yellow: Yellow is traditionally associated with middle and earth (Lip, 2000), 
‘middle-earth’ represents the imperial family and the emperors. Traditionally, the 
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yellow roof only can be used by the imperial family. Therefore, the color yellow 
represents authority. Also, yellow is a color for joy, happiness, high spirits, and 
sunshine (Peterson and Cullen, 2000, p.148). Yellow is also used on the roof of 
traditional buildings. Figure 2.18 is the photo of the National Dr. Sun Yat-Sen 
(Pater Patriae) Memorial Hall in Taiwan, showing the use of yellow on the roof. 
Because yellow is used by the imperial family, it traditionally represents high 
status. 
 
Figure 2.18. National Dr. Sun Yat-Sen Memorial Hall in Taiwan 
4. White: White is the traditional color for mourning and death. It is used in 
funerals. When people attend a funeral, they should prepare a white envelope with 
money in it as the gift to the family. In addition to white’s meaning as it relates to 
death, Peterson and Cullen (2000, p.149) also mention that white is considered to 
be a pure and neutral color. Because of white’s twin messages of purity and 
41 
neutrality, this color also means equality and justice. Therefore, white is also used 
in Taiwan’s national flag. 
5. Black: Black represents darkness and the unknown (Peterson and Cullen, 2000, 
p.149). It carries the meaning of mystery and danger. There is a negative 
association with black. When people reveal some bad things about one without 
declaring the author, it is called a ‘black-letter.’ In addition to the meanings of 
darkness and the unknown, black is also a formal color that represents solemnness 
(Lip, 2000). 
6. Green: Green is not only the symbolic color of wood, but also represents 
fortune because it is close to the color of Jade (Figure 2.19). Peterson and Cullen 
(2000, p.149) claim that green is the color of plants, crops, nature and spring, 
Therefore, it brings the meaning of youth and hope to it. Also, Jade traditionally 
represents fortune. In recent Taiwan, green is also used to convey the idea of 
health. 
 
Figure 2.19. Color green represents fortune 
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7. Orange: Orange shows love and happiness. Peterson and Cullen explain that 
“orange is a symbol of happiness, plenitude, and good health” (2000, p.149). 
Orange’s very similar pronunciation with ‘good luck’ makes orange a very 
positive color. Therefore, people usually combine red and orange together on 
decorations in festivals (Lip, 2000, p.8) (Figure 2.20). 
 
Figure 2.20. Orange represents good luck 
8. Gold: Gold is associated with gold and preciousness. Peterson and Cullen 
mention that gold connotes prestige, wealth, and status. They explain further 
“gold letters on the red background is the ultimate in prosperity” (2000, p.149). It 
is also a very common combination on wedding invitations. This combination 
also shows happiness and joy (Figure 2.21).  
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Figure 2.21. The wedding invitation: a combination of gold and red 
 
Summary: Elements of Web Design 
This section reviewed the elements of web design, including navigation, layout, 
icons, and colors. A visual hierarchy can help people use different navigation systems more 
easily. Applying a grid system to the layout and creating a classic inverted L layout also 
bring ease of use to people. Icons and colors are essential elements but could be 
misunderstood by different viewers with different backgrounds. A discussion of the general 
meaning of colors in Taiwan was introduced.  
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CHAPTER 3. METHODOLOGY 
This chapter describes the research process, and it is divided into three sections: (1) 
analysis process, (2) data sampling, and (3) measuring tool.  
 
3.1 Analysis Process 
A quantitative method was applied to this research. In order to find the cultural 
manifestations on Taiwan’s websites, two preliminary steps were conducted. The first step 
was to explore the common visual characteristics of Taiwan’s websites. After analyzing the 
websites, the author compared the results of the first step with Hofstede’s culture theory to 
find out if the website designs in Taiwan reflected its own culture. 
In this research, screenshots of websites were treated as still photos for analysis. 
Malven and Fowles (1990) developed the photographic method for studying design. The 
powerful benefit of this method is that a photo can capture the rapid message and complex 
context of one moment, which can be analyzed later. The photographic method consists of 
six different methods: (1) documentation, (2) free analysis, (3) structured analysis, (4) 
classification and counting, (5) dimensional measurement, and (6) plotting change. The 
method used in this research was classification and counting, which was applied to collect, 
categorize, and count specific elements of the websites. 
Five web design elements were analyzed in this research: navigation, layout, icons, 
color, and image. Based on the literature review, the web design elements that were 
examined in this research are defined as follows: 
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Navigation: Navigation is the visual structure that acts as the medium between users and 
websites. It allows users to navigate information by hyperlink. The design variables 
considered in this research are (a) list of contents, (b) consistency, and (c) hierarchy. 
Layout: Layout is the composition of a website’s visual representation. The ratio of height 
and width, the grid, and the type of visual structure are discussed in this section. The design 
variables considered in this research element are (a) website structure and (b) alignment. 
Icon: The small pictorial symbols that help users to understand a message without words. 
The use of icons is discussed. 
Color: This research focused on (a) the color or colors of the logo, (b) the most highly used 
colors in one website and (c) the background color of the website. 
Image: This research focused on (a) the amount of images used on the website, (b) the 
subject of the images (human or objects), (c) the gender of the subjects if humans are in the 
images; (d) the number of human or objects (single or multiple). 
The purpose of this study was to identify a cultures’ influence on web design based 
on culture theories. In order to find out the differences in culture, a comparison between 
Taiwan’s websites and United States’ websites was made in this research. According to 
Hofstede's culture dimension theory, Taiwan and the United States show a great difference in 
the culture dimensions (shown in Figure 3.1). A large difference appears on the index of 
‘Individualism and Collectivism.’ This result indicates that the concept of social relationships 
in Taiwan is much more focused on the group. In contrast, the concept of social relationships 
is much more focused on the individual in the United States. The other large difference 
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appears on the index of ‘Masculinity and Femininity.’ The United States is a more masculine 
society. On the other hand, Taiwan is a more feminine society.  
 
Figure 3.1. The ranking of the United States and Taiwan 
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3.2 Data Sampling 
Table 3.1. Final list of websites selected for this research (Alexa.com, access 09/09) 
Sample# Rank Website Address Category 
1 1 Yahoo Taiwan tw.yahoo.com A 
2 2 Wretch.cc wretch.cc B 
3 7 Yam Sky yam.com A 
4 8 Bahamut Game Information Station gamer.com.tw C 
5 10 PC home pchome.com.tw A 
6 11 PIXNET  pixnet.net B 
7 12 Hinet www.hinet.net A 
8 13 Xuite (Sweet) xuite.net B 
9 14 RuTen Auction ruten.com.tw E 
10 17 Udn.com udn.com F 
11 21 Mobile01 mobile01.com G 
12 23 104 Job Bank www.104.com.tw G 
13 24 Taiwan Forum twbbs.net.tw G 
14 27 MSN Taiwan msn.com.tw A 
15 31 Book.com.tw books.com.tw E 
16 32 8591  8591.com.tw C 
17 34 www.im.tv im.tv C 
18 37 Sina Taiwan sina.com.tw A 
19 41 Ck101.com ck101.com G 
20 42 Gamebase gamebase.com.tw C 
21 44 Gamania gamania.com C 
22 45 Momoshop www.momoshop.com.tw E 
23 49 -OHMYGOD- game party omg.com.tw C 
24 50 1111 Job Bank 1111.com.tw G 
25 52 Wayi Entertainment wayi.com.tw C 
26 53 Emome www.emome.net D 
27 55 China Times chinatimes.com F 
28 56 Top1096 top1069.com B 
29 57 Next Media Limited  nextmedia.com F 
30 59 Now news nownews.com F 
31 60 Gameflier www.gameflier.com C 
32 63 PayEasy payeasy.com.tw E 
33 65 i-gamer i-gamer.net C 
34 66 Taipei City Education Portal Site www.tp.edu.tw D 
35 72 National Taiwan University www.ntu.edu.tw D 
36 75 Taiwan Lottery www.taiwanlottery.com.tw D 
37 80 Roodo.com roodo.com B 
38 86 Youth .com youthwant.com.tw B 
39 87 Plaync.com.tw plaync.com.tw C 
40 88 Click108 click108.com.tw D 
41 89 Sien Information sien.com.tw D 
42 92 Liberty Times libertytimes.com.tw F 
43 94 @Movies atmovies.com.tw G 
44 95 Chunghwa Telecom Co., Ltd. www.cht.com.tw D 
45 96 More Games more.game.tw C 
Note: categories: (A) portal website, (B) community website, (C) online service provider (online-game, 
entertainment…etc.), (D) company website, (E) e-commerce website, (F) news website, and (G) information provider 
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First, a list of the Top 100 websites in Taiwan was collected from Alexa.com (accessed in 
September 2009). According to Alexa.com, the rank is based on the combination of daily 
visitors and page views in one month.  
One of the goals of this research was to find Taiwan’s cultural influences in terms of 
web design. Therefore, websites foreign to Taiwan in this ranking were eliminated in the 
analysis. Besides foreign websites, some websites on the list have a strong tendency toward 
their function, such as forums or file hosting providers. These highly focused websites were 
also ignored. After eliminating impropriate sites for this research, 45 sites were left on the 
list. Table 3.2 shows the list of Taiwan’s websites that were studied. 
In order to make a comparison between Taiwan’s websites and the United States’ 
websites, the ranking of the United States’ Top websites also was collected. Different kinds 
of websites have different purpose and audience, which have the impacts on visual design; 
therefore, in order to make an equal comparison, samples of United States’ websites were 
gathered from different kinds of websites according to the samples found on Taiwan’s 
samples. The samples from Taiwan’s websites were grouped into seven categories: (A) portal 
website, (B) community website, (C) online service provider (online-game, 
entertainment…etc.), (D) company website, (E) e-commerce website, (F) news website, and 
(G) information provider. The categories are used by Business Next 
(http://www.bnext.com.tw/article/view/cid/0/id/9064), which annually conducts a ranking 
survey of Taiwan’s websites. For each category, the same type of websites from both Taiwan 
and the United States was chosen from the ranking of Alexa.com. For the purpose of 
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comparison, twenty United States’ websites were selected and shown in Table3.3. Table 3.4 
shows the numbers of both Taiwan’s and United States’ websites in each category. 
Table 3.2. U.S. websites selected for this research (Alexa.com, access 09/2009) 
Sample# Rank Website Address Category 
1 2 Facebook facebook.com B 
2 3 Yahoo yahoo.com A 
3 5 myspace myspace.vom B 
4 6 Amazon amazon.com E 
5 8 eBay ebay.com E 
6 10 Blogger.com blogger.com B 
7 11 Craigslist.org craigslist.org G 
8 13 Microsoft Network (MSN) msn.com A 
9 15 AOL aol.com A 
10 16 ESPN Sportszone espn.go.com G 
11 18 Cnn cnn.com F 
12 22 Microsoft Microsoft.com D 
13 24 walmart.com walmart.com D 
14 29 The New York Times nytimes.com D 
15 30 Apple Computer, Inc. apple.com F 
16 31 Hulu hulu.com C 
17 33 Best Buy Bestbuy.com D 
18 34 Netflix netflix.com C 
19 41 Double Click doubleclick.com C 
20 47 Pogo.com pogo.com C 
Note: categories: (A) portal website, (B) community website, (C) online service provider (online-game, 
entertainment…etc.), (D) company website, (E) e-commerce website, (F) news website, and (G) information 
provider 
 
Table 3.3. Number of websites in each category (Alexa.com, access 09/2009) 
 Portal 
website 
Community 
website 
Online 
service 
provider 
Compan
y 
website 
E-
commerce 
website 
News 
website 
Informatio
n provider 
TW 6 6 11 7 4 5 6 
US 3 3 4 4 2 2 2 
 
3.3 The Measuring Tool 
Five web design elements were analyzed in this research: navigation, layout, icons, color, 
and image. The design variables studies in this research are listed on Table 3.5 
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Table 3.4. The design variables for evaluation 
Navigation Layout Icon Color Image 
(a) List of content  
(b) Consistency 
(c) Hierarchy 
(a) Structure 
(b) Website 
alignment 
(a) Use of icons 
(b) Use of cultural 
icons 
(a) Logo color 
(b) High frequency 
colors 
(c) Background 
color 
(a) The number of 
images 
(b) The gender of 
the subjects 
(c) Single or 
multiple subjects 
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CHAPTER 4. RESULTS, FINDINGS, AND DISCUSSION 
This section is consists of three parts. The first part discusses the general characteristics of 
Taiwan’s web design in terms of design elements. The second part is a comparison of visual 
characteristics between web sites in Taiwan and the United States. Finally, the third part is 
the discussion of the manifestations of cultural dimensions on web design by comparing the 
quantitative results between websites in Taiwan and the United States. 
 
4.1 General Design Characteristics of Websites in Taiwan and the United States 
In order to answer the questions raised in Chapter 1, a quantitative research method was 
selected for this study. The purpose of this section is to present the design characteristics that 
were found in the data. The data is based on a sample of the most viewed websites described 
in chapter 3. 
 
4.1.1 Navigation 
Table 4.1 presents the navigation variables of websites in Taiwan and the United States. The 
specific variables are (1) location of the main menu, (2) use of sub-menus, (3) consistency, 
and (4) visual hierarchy. 
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Table 4.1. Navigational characteristics of Taiwan’s sample websites 
Sample# 
# 
Website Main menu Sub-menus Consistency Hierarchy 
1 Yahoo Taiwan Left menu *     
2 Wretch.cc Top menu      
3 Yam Sky Left menu *     
4 Bahamut Game 
Information Station 
Top menu  *   
5 PC home Left menu *   * 
6 PIXNET  Top menu  *   
7 Hinet Left menu *     
8 Xuite (Sweet) Top menu  *   
9 RuTen Auction Left menu *     
10 Udn.com Left menu * * * 
11 Mobile01 Top menu  *   
12 104 Job Bank Top menu *     
13 Taiwan Forum Left menu * *   
14 MSN Taiwan Left menu *     
15 Books.com.tw Top menu  *   
16 8591  Top menu  *   
17 www.im.tv Top menu      
18 Sina Taiwan Left menu      
19 Ck101.com Left menu *     
20 Gamebase Top menu  *   
21 Gamania Top menu  *   
22 Momoshop Top menu * *   
23 -OHMYGOD- game party Left menu  * * 
24 1111 Job Bank Top menu * *   
25 Wayi Entertainment Top menu  *   
26 Emome Top menu * * * 
27 China Times Top menu * *   
28 Top1096 Left menu      
29 Next Media Limited  Top menu * *   
30 Now news Top menu * *   
31 Gameflier Left menu *     
32 PayEasy Left menu *     
33 i-gamer Right menu * *   
34 Taipei City Education 
Portal Site 
Others *     
35 National Taiwan 
University 
Top menu      
36 Taiwan Lottery Left menu  * * 
37 Roodo.com Top menu  *   
38 Youth .com Top menu      
39 Plaync.com.tw Top menu * *   
40 Click108 Top menu * *   
41 Sien Information Left menu  * * 
42 Liberty Times Left menu * *   
43 @Movies Others    * 
44 Chunghwa Telecom Co., 
Ltd. 
Others *     
45 More Games Left menu  *   
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4.1.1.1 Navigation Characteristics in Taiwan’s Sample Websites 
The location of the main menu is important because it is the starting point for users 
navigating a website. The different locations used by Taiwan’s websites, included (a) top 
menu, (b) left menu, (c) right menu, and (d) other location. The most common location was 
on the top. Almost half (49%) of the sample websites placed their main menu on the top of 
the web page. In contrast, 42% of the sample websites placed their main menu on the left 
side. Less than half (31%) of the sample websites used sub-menus, whereas the rest (69%) of 
the sample websites created more levels of information instead of using sub-menus.  
More than half (58%) of Taiwan’s websites applied consistent navigation throughout 
the websites. However, there were still many websites (42%) that changed their navigation 
location and even changed the content of the main menu. Figure 4.1 shows the homepage of 
Yahoo Taiwan (sample #1). The main navigational areas are on the top and left, and the main 
menu is on the left. Figure 4.2 shows the second page of the same website. On this page, the 
main navigation area is only on the top. In addition, the main menu on the top is not the same 
main menu shown on the homepage. Those websites that applied inconsistent navigation 
tended to separate the information into more levels of hierarchy.  
The last navigation variable is visual hierarchy. Visual hierarchy helps to improve the 
navigation and provides users a better navigation system. Only a few websites (16%) applied 
color contrast, size contrast, or spacing to create good visual hierarchy. The rest of the 
websites had a similar handling of the text in both the navigational and content areas. What’s 
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more, many websites used a large number of images, which would be a distraction when 
users navigate these websites. 
 
 
Figure 4.1. The homepage of Yahoo Taiwan; area in the red rectangle is the main menu. 
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Figure 4.2. The second page of Yahoo Taiwan; area in the red rectangle is the main menu. 
 
4.1.1.2 Navigation Characteristics in the United States’ Sample Websites 
Table 4.2. Navigational characteristics of United States’ sample websites 
Sample# 
# 
Website Main menu Sub-menus Consistency Hierarchy 
1 Facebook Top menu * * * 
2 Yahoo Left menu *   
3 myspace Top menu  * * 
4 Amazon Left menu * *  
5 eBay Top menu * * * 
6 Blogger.com Top menu * * * 
7 Craigslist.org Left Menu  *  
8 Microsoft Network (MSN) Top menu *   
9 AOL Left menu    
10 ESPN Sportszone Top menu  * * 
11 Cnn Top menu  * * 
12 Microsoft Top menu *  * 
13 walmart.com Left menu *  * 
14 The New York Times Left menu    
15 Apple Computer, Inc. Top menu * * * 
16 Hulu Top menu * * * 
17 Best Buy Top menu * * * 
18 Netflix Top menu  * * 
19 Double Click Top menu * * * 
20 Pogo.com Top menu  * * 
There were only two locations in the United States’ websites: top menu and left menu. The 
most common location was on the top. More than half (70%) of the sample websites placed 
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their main menus at the top of the page. The other 30% of the sample websites applied their 
main menu on the left side.  
More than half (75%) of United States’ sample websites applied consistent navigation 
throughout the websites. However, there were still many websites (25%) that changed their 
navigation location and the contents of the main menu.  
Finally, in the United States’ sample websites, 70% of them created a good visual 
hierarchy by applying color contrast, size contrast, or spacing.  
 
4.1.2 Layout 
The three variables discussed in the layout section are: (1) the use of a grid, (2) basic 
structure, and (3) website alignment. Table 4.2 presents the results of analyzing the layout 
characteristics of Taiwan’s and the United States’ websites.  
Table 4.3. Layout characteristics of Taiwan’s sample websites 
Sample# 
# 
Website Apply Grid Basic Structure Website Alignment 
1 Yahoo Taiwan * Header & three columns Center 
2 Wretch.cc * Header & two columns Center 
3 Yam Sky * Header & three columns Center 
4 Bahamut Game 
Information Station 
* Header & three columns Center 
5 PC home * Header & three columns Center 
6 PIXNET  * Header & three columns Center 
7 Hinet * Header & three columns Center 
8 Xuite (Sweet) * Header & three columns Center 
9 RuTen Auction * Header & three columns Center 
10 Udn.com * Header & three columns Center 
11 Mobile01 * Header & three columns Center 
12 104 Job Bank * Header & three columns Center 
13 Taiwan Forum * Header & two columns Center 
14 MSN Taiwan * Header & three columns Center 
15 Books.com.tw * Header & three columns Center 
16 8591  * Header & three columns Center 
17 www.im.tv * Header & three columns Center 
18 Sina Taiwan * Header & three columns Center 
19 Ck101.com * Header & three columns Center 
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Table 4.3. (continued) 
20 Gamebase * Header & three columns Center 
21 Gamania * Header & three columns Center 
22 Momoshop * Header & three columns Center 
23 -OHMYGOD- game party * Header & three columns Center 
24 1111 Job Bank * Header & three columns Center 
25 Wayi Entertainment * Header & two columns Center 
26 Emome * Header & three columns Center 
27 China Times * Header & two columns Center 
28 Top1096 * Header & three columns Center 
29 Next Media Limited  * Header & two columns Center 
30 Now news * Header & two columns Center 
31 Gameflier * Header & three columns Center 
32 PayEasy * Header & three columns Center 
33 i-gamer * Header & two columns Center 
34 Taipei City Education 
Portal Site 
* Header & two columns Left 
35 National Taiwan University * Header & three columns Center 
36 Taiwan Lottery * Header & two columns Center 
37 Roodo.com * Header & three columns Center 
38 Youth .com * Header & three columns Center 
39 Plaync.com.tw * Header & three columns Center 
40 Click108 * Header & three columns Center 
41 Sien Information  Others Left 
42 Liberty Times * Header & three columns Center 
43 @Movies  Others Center 
44 Chunghwa Telecom Co., 
Ltd. 
* Header & four columns Center 
45 More Games * Header & three columns Center 
 
4.1.2.1 Layout Characteristics in Taiwan’s Sample Websites 
Most of the Taiwan websites applied girds (96%); few of them did not have any specific grid 
as the layout design (4%). The most common basic structure was a top header with three 
columns (74%). The other 20% of the websites used a top header and two columns as their 
basic structure. Only 2% of the websites used a top header with four columns. The rest (4%) 
of the websites used other forms of structure.  
An example of a web site that applies no specific structure is sample #41, Sien 
Information. Figure 4.3 shows a screenshot of the Sien Information website. The website 
does not apply regular forms or columns to arrange the information. The graphic on the right 
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is also a navigational area containing clickable hyperlinks. The main menu, colored in red, is 
on the bottom right of the website, and the whole website is aligned on the left.  
 
Figure 4.3. Screenshot of the Sien Information website. 
 
4.1.2.2 Layout Characteristics in the United States’ Sample Websites 
Different from the Taiwan samples, One hundred percent of the samples from the United 
States’ applied grids and had a clear structure. The most common basic structure was a top 
header with two columns (45%). Thirty percent of the websites used a top header and three 
columns as their basic structure. Twenty percent of the websites used a top header with four 
columns. Five percent of the websites used other forms of structure. Figure 4.4 shows an 
example of uncommon structure from the United States’ samples, Craigslist.com. Unlike 
other websites, Craigslist.com does not use a header area for its branding or navigation. 
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Table 4.4. Layout characteristics of United States’ sample websites 
Sample# 
# 
Website Apply Grid Basic Structure Website Alignment 
1 Facebook * Header & two columns Center 
2 Yahoo * Header & three columns Center 
3 myspace * Header & two columns Center 
4 Amazon * Header & three columns Center 
5 eBay * Header & three columns Center 
6 Blogger.com * Header & two columns Center 
7 Craigslist.org * Three columns Left 
8 Microsoft Network (MSN) * Header & two columns Center 
9 AOL * Header & three columns Center 
10 ESPN Sportszone * Header & two columns Center 
11 Cnn * Header & three columns Center 
12 Microsoft * Header & three columns Center 
13 walmart.com * Header & two columns Center 
14 The New York Times * Header & four columns Center 
15 Apple Computer, Inc. * Header & four columns Center 
16 Hulu * Header & four columns Center 
17 Best Buy * Header & four columns Left 
18 Netflix * Header & two columns Center 
19 Double Click * Header & two columns Center 
20 Pogo.com * Header & two columns Center 
 
 
Figure 4.4. Screenshot of Craigslist. 
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4.1.3 Icons 
Images, diagrams, and metaphors linked to their objects by similarity are icons (Per 
Mollerup, 1999). Icons in web design can make navigating the interface easier. Table 4.3 
presents the use of icons in both Taiwan’s and the United States’ websites.  
 
4.1.3.1 Icon Usage in Taiwan’s Sample Websites 
More than half (62%) of the sample websites used icons. Thirty six percent of them did not 
apply any icon. Thirty one percent of the websites that applied icons used culturally 
influenced symbols for their icons. The culturally influenced icons were the ones that applied 
cultural symbols or characters. The red rectangle in Figure 4.5 shows an example of symbols 
used on a website from Taiwan. In this particular example, the icon applies one traditional 
pattern (風火輪, which literally means ‘wind fire wheel’) and Chinese characters in 
calligraphy form. 
 
 
Figure 4.5. Icons from the Yam.com homepage. 
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Table 4.5. Icons uses of Taiwan’s sample websites 
Sample# 
# 
Website Use of icons Culturally Symbols Applied 
1 Yahoo Taiwan  *  
2 Wretch.cc  *  
3 Yam Sky  * * 
4 Bahamut Game 
Information Station 
 *  
5 PC home    
6 PIXNET   *  
7 Hinet    
8 Xuite (Sweet)  *  
9 RuTen Auction  *  
10 Udn.com  *  
11 Mobile01    
12 104 Job Bank  *  
13 Taiwan Forum  *  
14 MSN Taiwan  *  
15 Books.com.tw  * * 
16 8591   *  
17 www.im.tv  *  
18 Sina Taiwan  * * 
19 Ck101.com    
20 Gamebase  *  
21 Gamania  *  
22 Momoshop  * * 
23 -OHMYGOD- game party  *  
24 1111 Job Bank    
25 Wayi Entertainment  *  
26 Emome  *  
27 China Times    
28 Top1096    
29 Next Media Limited   * * 
30 Now news  *  
31 Gameflier  *  
32 PayEasy  *  
33 i-gamer    
34 Taipei City Education 
Portal Site 
 * * 
35 National Taiwan University    
36 Taiwan Lottery    
37 Roodo.com    
38 Youth .com  * * 
39 Plaync.com.tw    
40 Click108  * * 
41 Sien Information    
42 Liberty Times    
43 @Movies    
44 Chunghwa Telecom Co., 
Ltd. 
   
45 More Games  * * 
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4.1.3.2 Icon Usage in the United States’ Sample Websites 
Only 35% of the United States’ sample websites used icons. Only 14% of the ones with icons 
used culturally influenced symbols on their icons. Even websites for the same company, 
Yahoo United States and Yahoo Taiwan, used icons differently. Table 4.4 shows the different 
uses of icons from the two websites. 
Table 4.6. Icons uses of United States’ sample websites 
Sample# 
# 
Website Use of icons Culturally Symbols Applied 
1 Facebook   
2 Yahoo *  
3 myspace   
4 Amazon *  
5 eBay *  
6 Blogger.com *  
7 Craigslist.org   
8 Microsoft Network (MSN)   
9 AOL *  
10 ESPN Sportszone   
11 Cnn   
12 Microsoft   
13 walmart.com   
14 The New York Times * * 
15 Apple Computer, Inc.   
16 Hulu   
17 Best Buy   
18 Netflix   
19 Double Click   
20 Pogo.com *  
 
Table 4.7. Icons on two different countries Yahoo website 
Icons on Yahoo Taiwan Icons on Yahoo United States 
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4.1.4 Color 
Color is a critical design element in visual communication. Two uses of colors are discussed 
in this research: (1) the colors on logos, (2) the most used color, and (2) the background 
color.  
 
4.1.4.1 Color Usage in Taiwan’s sample websites 
The logos on the Taiwan websites tended to have more than one color. Only 35% of the 
sample websites used a single color on their logos (Figure 4.6). There was also a variety of 
colors used. Red was the most used color on logos. Almost half (47%) of the websites used 
the color red on their logos. Besides red, the color blue was commonly used (42%), followed 
by green (27%), orange (24%), black (20%), yellow (18%), and grey (7%).    
Single color
35%
Two colors
36%
Three colors
22%
More than
three colors
7%
 
Figure 4.6. Percentage of colors used on the logos of Taiwan’s websites. 
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As shown in Figure 4.8, a variety of colors was used on Taiwan’s sample websites. 
The color blue (Figure 4.7) was the most commonly used color among the sample websites 
(40%). According to the literature review, blue in Chinese culture is a gentle color that 
relates to nature (Lip, 2000). The second most common color was grey. Twenty-four percent 
of the sample websites used grey, which is a neutral color, in high frequency. Thirteen 
percent of the sample websites used yellow, which represents earth, status, high spirits, and 
happiness (Peterson and Cullen, 2000). Sample #36’s (Taiwan Lottery) use of yellow as its 
major color is a good example of cultural sensitivity in color usage. Both the colors green 
and orange were used in 9% of the sample websites. Green represents health, nature, and 
fortune whereas orange represents good luck and happiness (Peterson and Cullen, 2000). 
Also, there were few websites that used red as their main color (5%). The website PIXNET 
(sample six) was celebrating its birthday; thus, the website used orange and red for their 
celebration (Figure 4.9). 
 
Figure 4.7. Use of blue on Taiwan’s websites. 
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24%
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Figure 4.8. Percentage of the most commonly used colors on Taiwan’s websites. 
 
 
Figure 4.9. Colors applied on sample #6 - PIXNET. 
A background color is important for making a contrast between itself and the 
navigation menus so that users can browse websites easily. Thus, the most used background 
color in Taiwan’s sample websites was white (67%). White is the color of purity and is 
neutral. Grey is also used for a neutral color. Grey was the second most used background 
color on the Taiwan sample sites (16%). The other colors that were used are blue (9%), 
yellow (7%) and black (2%) (Figure 4.10).  
66 
White
66%
Grey
16%
Blue
9%
Yellow
7%
Black
2%
 
Figure 4.10. Percentage of background colors used on Taiwan’s websites. 
 
4.1.4.2 Color Usage in United States’ sample websites 
Different from Taiwan’s samples, more of the United States’ samples (55%) apply a single 
color on their logo. Only 30% of the sample websites combined two colors on their logos and 
15% combined more than two colors (see Figure 4.11). White was the most frequently used 
color on logos found on the United States’ sample websites. Almost half (45%) of the 
websites used white on their logos, followed by black (30%), blue (30%), yellow (20%), 
green (20%), red (15%), orange (10%), purple (10%), and grey (10%).    
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More than
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Figure 4.11. Number of colors used on United States website logos. 
As shown in Figure 4.12, a variety of colors was used on United States’ sample websites. 
Blue was also the most commonly used main color among the United States’ sample 
websites (60%). The second most common colors were grey (10%), black (10%), and red 
(10%). The rest of the colors were purple (5%) and brown (5%). 
Blue
60%
Grey
10%
Black
10%
Red
10%
Purple
5%
Brown
5%
 
Figure 4.12. The most commonly used colors on United States’ websites. 
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The most used background color in United States’ sample sites was also white (60%). Blue 
was the second most used background color on the United States’ samples (20%). The other 
colors that were used are red (10%), grey (5%) and brown (5%) (Figure 4.13).  
White
60%
Blue
20%
Red
10%
Grey
5%
Brown
5%
 
Figure 4.13. The most commonly used background colors on United States’ websites. 
 
4.2 Comparison between Taiwan’s and the United States Websites 
In order to identify culture manifestations on Taiwan’s websites, a comparison with websites 
from the United States was made. The United States was chosen because of the differences 
between the United States and Taiwan that were identifiable through Hofstede’s cultural 
dimensions theory. This section will discuss seven different categories of websites: portal 
websites; community websites; online service provider websites (online-game, 
entertainment…etc.); company or official websites; e-commerce websites; news websites; 
and information provider websites. The categories are used by Business Next 
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(http://www.bnext.com.tw/article/view/cid/0/id/9064), which annually conducts a ranking 
survey of Taiwan’s websites.  
 
4.2.1 Portal Websites 
Portal websites present information from diverse sources. The portal websites discussed in 
this study are listed in Table 4.5. Three websites were from the United States, and six 
websites were from Taiwan.  
Table 4.8. Sampling of portal websites  
 Taiwan’s websites United States’ websites 
1 Yahoo Taiwan Yahoo United States 
2 Yam Sky Msn.com 
3 PChome AOL 
4 Hinet  
5 MSN Taiwan  
6 Sina Taiwan  
Total 6 3 
There is some similarity in the portal websites between the Taiwan and the United 
States sample sets. The similarities and differences are shown in Table 4.6. One similarity 
between the portal websites in both sample sets is that they had similar layouts. For example, 
they all used a top header with three columns as the basic structure, and they were all aligned 
along the center. In addition, all of the websites used a light color such as white or light blue 
as their background color. What’s more, the websites did not have a consistent navigation 
system. The main menu no longer existed when users jumped to any other page. This change 
in the menu may be the result of the portal website’s purpose of providing a starting page for 
surfing the Internet. 
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There were four differences between the portal websites in the samples from Taiwan 
and the United States. 
1. Except for Sina Taiwan, all of the websites had sub-menus, and all of the websites 
had their main menu on the left, except the Unites States’ MSN website.  
2. Taiwan’s portal websites had, on average, twenty-five images on each website; 
whereas the United States’ portal websites had, on average, seven images on each 
website. The use of too many images decreases the visual hierarchy of the website 
(examples are shown as Figure 4.14 and Figure 4.15).  
3.  Two of Taiwan’s portal websites (PCHome and Hinet) did not use any icons 
whereas only one United States portal website, MSN, did not use icons. 
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Figure 4.14. Screenshot of Yahoo Taiwan’s homepage. 
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Figure 4.15. Screenshot of Yahoo United States’ homepage 
 
4.2.2 Community Websites 
Community websites are social platforms that allow people to interact through the 
websites. The community websites discussed this section are listed in Table 4.9, three United 
States’ websites were selected to be compared to six community websites in Taiwan.  
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Table 4.9. Sampling of community websites 
 Taiwan’s websites United States’ websites 
1 Wretch.cc Facebook 
2 PIXNET Myspace 
3 Xuite (Sweet) Blogger.com 
4 Top 1096  
5 Roodoo.com  
6 Youth.com  
Total 6 3 
Some of the community websites in both the Taiwan and the United States samples 
shared one characteristic. They required users to login to see the contents of the websites. 
Three out of the six Taiwan community websites and one out of three United States websites 
had this requirement.  
Two similarities were found between the community website sample sets from 
Taiwan and the United States. The similarity and differences are shown in Table 4.8. All of 
the websites from both countries used center alignment. Also, all of them applied light colors 
as the background color.  
The most obvious difference between the two sample sets was the use of sub-menus. 
All of the United States samples used sub-menus, yet none of the Taiwan samples used sub-
menus. Not all of Taiwan’s websites had a consistent navigation system. Three out of six of 
the navigation systems were inconsistent in Taiwan’s community websites while all of the 
navigation systems in the United States’ sample were consistent. Also, there were more 
images and icons used on Taiwan’s community websites. On average, seventeen images were 
used per website in the Taiwan samples, but only one image was applied per website in the 
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United States samples. Four out of six the Taiwan samples used icons; only one out of the 
three United States samples used them.  
 
4.2.3 Online Service Providers 
Online service providers are websites that provide online services to people, such as 
the online game websites and online television websites. The online service providers’ 
websites discussed in this section are listed in Table 4.10. Four websites from the United 
States were compared against eleven websites from Taiwan.  
Table 4.10. Sampling of online service providers 
 Taiwan’s websites United States’ websites 
1 Bahamut Game Information Station HULU 
2 8591 Netflex 
3 www.im.tv Double Click 
4 Gamebase Pogo 
5 Gamania  
6 OHMYGOD game party  
7 Wayi Entertainment  
8 Gameflier  
9 i-gamer  
10 Plaync.com.tw  
11 More Games  
Total 11 4 
There were a number of similarities between the two sets of websites. Websites from 
both sets used center alignment and a larger variety of background colors. Also, the samples 
from both sets used stronger background colors. The ESPN website from the United States 
used red (left color on Figure 4.16) on its background, and the Gamebase website from 
Taiwan used black (right color on Figure 4.16). 
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Figure 4.16. Left: background color of ESPN. Right: background color of Gamebase. 
Except for the alignment and the background colors of the sample websites, there 
were a number of differences in how the sample websites from the two countries handled 
design variables. First, the sample websites from Taiwan had a tendency not to use sub-
menus on the homepage. Only three out of the eleven sample websites from Taiwan used 
sub-menus on their homepage. In contrast, half of the sample websites from the United States 
used sub-menus on their homepage. Second, all of the sample websites from the United 
States used a consistent navigation system. However, two out of the eleven sample websites 
from Taiwan did not use a consistent navigation system. Third, nine out of the eleven sample 
websites from Taiwan used icons while only one sample website from the United States did. 
Finally, the sample websites from Taiwan used more images than the sample websites from 
the United States. On average, the websites from Taiwan used fifteen images per website 
while the websites from the United States used nine to ten images per website. 
 
4.2.4 Company or Organization Websites 
This category contains official websites that represent companies and organizations. 
The sampling of company or organization websites discussed this section are listed in Table 
4.11. Four websites from the United States were compared to seven websites from Taiwan. 
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Table 4.11. Sampling of company or organization websites 
 Taiwan’s websites United States’ websites 
1 Emome Microsoft 
2 Taipei City Education Portal 
Website 
Walmart 
3 National Taiwan University Apple 
4 Taiwan Lottery Bestbuy 
5 Click108  
6 Sien Information  
7 Chunghwa Telecom Co., Ltd  
Total 7 4 
In this category, websites from both sample sets had a similar number of images on 
the websites. In terms of sub-menu usage, the sample websites from the United States used 
sub-menus more often (75%) than the sample websites from Taiwan (57%). With the 
exception of two websites from Taiwan, which used left alignment, the sample websites from 
both countries used center alignment. None of the sample websites from the United States 
used icons. However, 43% of the sample websites from Taiwan used icons. In terms of 
navigational consistency, both cultures had similar results. Slightly more than half of the 
sample websites from Taiwan used a consistent navigational system (57%) while half of the 
sample websites from the United States used a consistent navigational system (50%).  
 
4.2.5 E-commerce Websites 
E-commerce websites perform commercial activities through the Internet. The e-
commerce websites discussed this section are listed in Table 4.12. Two websites from the 
United States were compared to four websites in Taiwan.  
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Table 4.12. Sampling of e-commerce websites 
 Taiwan’s websites United States’ websites 
1 Ruten Auction Amazon 
2 Books.com.tw eBay 
3 Momoshop  
4 PayEasy  
Total 4 2 
All of the sample e-commerce websites from both Taiwan and the United States used 
icons. Also, all of them used white as their background color. However, the color usage in 
the navigation menus was different between the sample websites from Taiwan and the United 
States. The color blue was used on both of the sample websites from the United States. 
Whereas 75% of the sample websites from Taiwan used pink (Figure 4.17) and 50% of 
Taiwan’s sample websites used yellow. All of the United States’ sample websites had sub-
menus on their homepage and had a consistent navigation system. However, only 50% of 
Taiwan’s sample websites did the same. The biggest difference was the use of images. The 
sample websites from Taiwan used a huge amount of images (43 per website), while the 
sample websites from the United States used fewer images (9.5 per website). 
 
Figure 4.17. Color pink is the dominant color on the website (sample.32 PayEasy) 
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4.2.6 News Websites 
News websites provide news and the information through Internet. They may be the 
websites of newspapers, news channels, or Internet only news services. The news websites 
discussed this section are listed in Table 4.13. Two websites from the United States were 
compared to five websites in Taiwan.   
Table 4.13. Sampling of news websites 
 Taiwan’s websites United States’ websites 
1 Udn.com CNN 
2 China Times The New York Times 
3 Next Media Limited  
4 Now News  
5 Liberty Times  
Total 5 2 
The use of color is different between the sample websites from Taiwan and the 
United States. The sample websites from the United States only used a single color on their 
navigation menus (i.e., the color usage of CNN.com shown in Figure 4.18). However, the 
sample websites from Taiwan used more colors on their navigation menus (i.e., the color 
usage of Udn.com shown in Figure 4.19). All of the samples from Taiwan had sub-menus 
and a consistent navigation system. However, not all of samples from the United States used 
sub-menus, and only one of them had a consistent navigation system. In the samples from 
Taiwan, there were more images than in the United State’s samples. 
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Figure 4.18. Screenshot of CNN.com; only one color used on the navigation menu. 
 
 
Figure 4.19. Screenshot of Udn.com; multiple colors are used on its navigation menu. 
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4.2.7 Information providers 
Information provider websites provide information in a non-commercial fashion. The 
users do not pay any money to get the information from the websites. The websites of the 
information providers discussed this section are listed in Table 4.14. Two websites from the 
United States are compared to six websites from Taiwan.   
Table 4.14. Sampling of information provider websites 
 Taiwan’s websites United States’ websites 
1 Mobile01 Craigslist 
2 104 Job Bank ESPN 
3 Taiwan Forum  
4 Ck101.com  
5 1111 Job Bank  
6 @Movies  
Total 6 2 
In terms of using sub-menus, the sample websites from Taiwan and the United States 
were similar. Half of the sample websites from both Taiwan and the United States used sub-
menus. Half of the sample websites from Taiwan had a consistent navigation system; all of 
the sample websites from the United States had a consistent navigation. None of the sample 
websites from the United States used icons. Yet there was one sample website from Taiwan 
that used icons. Finally, there were more images used on the sample websites from Taiwan 
(13 per website) than on the sample websites from the United States (7 per website). Color 
usage in this category’s sample websites varied due to the different purpose and content of 
each website. 
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Discussion and Summary 
According to the comparison between the sample websites from Taiwan and the United 
States, some visual differences were found. 
1. Preference for the main navigation location differed between Taiwan’s and 
the United States’ websites: As shown in Figure 4.20, the top menu was the 
most commonly seen location for the main menu. However, in Taiwan’s samples, 
the left menu (42%) was also a popular location for the main menu. Sub-menus 
were the navigational item under the main menu. Less than half (31%) of 
Taiwan’s samples used sub-menus whereas more than half (55%) of the United 
States’ samples did. 
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Figure 4.20. The percentage of different types of menus used for navigation. 
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2. The United States’ websites had a more consistent navigation system: The 
results from the sample websites for both Taiwan and the United States show that 
more than half of the websites had a consistent navigation system. However, the 
results show that the United States’ sample websites had a higher percentage 
(75%) that used a consistent navigation system compared to 58% of Taiwan’s 
sample websites. 
3. United States’ websites had clearer visual hierarchy: The United States’ 
sample websites had higher hierarchy than the Taiwan’s sample websites by 
limiting distracting images and using white space. 
4. Different basic layout structures were preferred between the Taiwan and 
United States sample websites: The most common basic structure in the Taiwan 
sample websites was the header with three columns (74%). On the other hand, the 
most popular basic structure in United States sample websites was the header with 
two columns (45%). See Figure 4.21. 
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Figure 4.21. The percentage of different types of layout structure used. 
5. Taiwan’s websites used more icons and images than the United States’ 
websites: Of the sample websites from Taiwan, 62% of the websites used icons 
while only 35% of the United States sample websites used icons. Also, Taiwan’s 
sample websites used more images (on average 16.42 per website) than the 
United States’ websites (on average 6.45 per website) (Figure 4.22). 
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Figure 4.22. Taiwan’s (left) and United States’ (right) community website.  
6. Taiwan websites used more colors on logos than the United States 
websites: More than half (65%) of Taiwan’s websites used more than one color 
on their logo, yet less than half (40%) of the United States’ websites had more 
than one color. Figure 4.23 is an example how more colors applied on the logo 
between United States and Taiwan’s website.    
 
Figure 4.23 More colors applied on the logo of Taiwan’s website (left) compared to United 
States’ one (right). 
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4.3 Web Design Characteristics and Culture Dimensions 
In this section, the results of the quantitative research will be evaluated according to 
Hoefstede’s cultural dimension theory (1997) to see if the visual characteristics of the 
Taiwan website samples are representative of the culture. The specific rankings of Taiwan 
and the United States in terms of each dimension are shown in Table 3.1. 
Based on the Hofstede’s definition and description of five different culture 
dimensions, Marcus and Gould (2000) proposed criteria to evaluate the culture dimensions in 
web design. They discussed some correlations between culture dimensions and web design; 
the following are some of their expectations:  
1. Power Distance 
(a) Cultures with high power distance have a high hierarchical structure in their 
websites. The websites do not apply sub-menus to create a higher hierarchical 
structure. 
(b) Cultures with high power distance emphasize cultural symbols. 
(c) Cultures with high power distance emphasize authority as shown by using 
strong logos. 
(d) Solid colors are related to higher power distance cultures; bright or pastel 
colors are related to lower power distance cultures. 
(e) Cultures with a high power distance create more consistency. 
2. Individualism vs. Collectivism 
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(a) An individualism culture focuses on material items and consumerism; a 
collectivism culture focuses on social and political values. 
(b) An individualism culture shows more individual images and single products. 
(c) An individualism culture emphasizes on truth whereas a collectivism culture 
emphasizes relationships. 
(d) An individualism culture emphasizes change and what is new and unique; a 
collectivism culture emphasizes tradition and history. 
3. Masculinity vs. Femininity 
(a) A masculine culture emphasizes traditional gender/family/age distinctions. 
(b) A masculine culture’s navigation is oriented toward exploration and control. 
(c) A masculine culture’s website use graphics, sound, and animation for 
utilitarian purposes. 
(d) A masculine culture has more male figures in the images. Feminine cultures 
are associated with cartoons, the natural environment, and women.  
4. Uncertainty Avoidance 
(a) Cultures with larger uncertainty avoidance tend to have simple navigation, 
with clear metaphors, limited choices, and restricted amounts of data on websites. 
(b) Cultures with larger uncertainty avoidance tend to have redundant cues (color, 
typography, sound, etc.) to reduce ambiguity. 
(c) The more structured the website, the higher the uncertainty avoidance of the 
culture. 
87 
(d) Cultures with larger uncertainty avoidance tend to have consistent navigation. 
5. Long-term Orientation 
(a) Cultures with higher long-term orientation have the content focused on 
practice and practical values. 
(b) Cultures with higher long-term orientation treat relationships as a source of 
information and credibility. 
There are some correlations between the design variables that are addressed in this 
research and the culture dimensions in Hofstede’s theory. The following are the correlations 
between design variables and cultural dimensions.  
PDI stands for Power Distance Index; this index represents the hierarchical 
relationship between people. Thus, it directly relates to hierarchy and information levels. 
According to the definition of Power Distance, some assumptions are made. The use of sub-
menus reduces the information hierarchy and relates to a lower power distance. The more 
consistent the website, the higher power distance the culture exhibits. The websites of higher 
power distance cultures have a clearer visual hierarchy. The higher power distance cultures 
relate to center alignment. Last, cultures with higher power distance apply more cultural 
icons on their websites. 
IDV is the abbreviation for Individualism and Collectivism. People from countries or 
regions that score-high in individualism are more independent and have their own opinions, 
thus choosing their own affiliations. The images of a website reveal the culture’s 
individualism or collectivism by their contents. Images of groups of people or objects relates 
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to collectivism and vise versa. Also, because a collectivism culture emphasizes tradition and 
history, its members relate to the use of culturally influenced icons. 
MAS is the abbreviation for Masculinity and Femininity. This scale measures the 
traditional male/female component of a country or region. The images of females or cartoon 
figures relate to femininity; the images of males relate to masculinity. Also, the use of bold 
colors relates to masculinity and the use of light colors relates to femininity.  
UAI stands for Uncertainty Avoidance Index. It is defined as the extent to which the 
members of a culture feel threatened by ambiguous or unknown situations. Therefore, limited 
navigation, navigation without sub-menus, consistent navigation, and using icons are 
characteristics that relate to higher uncertainty avoidance cultures. 
LTO stands for Long-term-orientation. It is the fostering of virtues oriented toward 
future reward. In particular, these values include perseverance and thrift. A key characteristic 
of countries or regions with a long-term orientation is synthetic thinking. Thus LTO cultures 
emphasize relationships. Images of a group of people or objects, or images showing 
relationships are characteristic of a long-term orientation culture. Also, since icons are 
images, diagrams, and metaphors linked to their object by similarity (Per Mollerup, 1999), 
the use of icons relates to LTO cultures. 
The results from comparing Taiwan’s samples to the United States’ samples are 
discussed separately for each cultural dimension. 
 
 
89 
4.3.1 Power Distance 
In Hofstede’s research result of power distance, Taiwan ranks higher than the United States. 
Even though some design variables were in accordance with Marcus and Gould’s study, there 
are other variables that were not (as shown in Table).  
Some design variables met the study’s expectations. First, in comparison with the 
United States’ sample websites, a fewer number of Taiwan’s sample websites used sub-
menus. They had more levels of information. Second, more of Taiwan’s sample websites 
used center alignment. Third, Taiwan’s samples used more cultural icons than the United 
States’ sample websites.  
There were other design variables that showed different results. The first one was 
consistency. According to the result of Marcus and Gould’s research (2000), Taiwan’s 
samples should have a better consistency throughout the websites. However, it is the set of 
United States’ samples that had more consistent navigation systems. Besides consistency, 
visual hierarchy was the other design variable that differed. The United States’ sample 
websites had clear hierarchy than Taiwan’s samples.  
Table 4.15. Agreement between design variables and PDI 
 TW US Agreement 
Sub-menus 31% 55% Yes 
Consistency 58% 75% No 
Hierarchy 16% 70% No 
Align on center 96% 90% Yes 
Cultural icons 20% 5% Yes 
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4.3.2 Individualism vs. Collectivism 
Table 4.16. Agreement between design variables and IDV 
 TW US Agreement 
Cultural icons 20% 5% Yes 
Use of image Relation oriented Object oriented O 
It was indicated that United States culture is a very high on the individualism scale, 
and Taiwan culture is very high on the collectivism scale. The results from the samples were 
in agreement with the Marcus and Gould’s study. As mentioned previously in this chapter, a 
collectivism cultures emphasize tradition and history. Thus, the use of cultural icons is 
related to collectivism culture. In the United States’ samples, no culturally related icons were 
used whereas 31% of Taiwan’s sample websites used culturally related icons. What’s more, 
the subject matter in the website’s images can indicate an individualism culture or a 
collectivism culture. In this section, some examples are shown to explain the difference. In 
Taiwan’s sample websites, the images focused more on relationships. Table 4.11 shows the 
images in e-commerce websites from both Taiwan and the United States. To present similar 
products, Taiwan’s websites always combined humans with objects. However, all images 
from the United States’ sample websites displayed only the objects without any human to 
indicate the relationship between the object and the users. The result is also in agreement 
with Nisbett’s (2003) argument that Easterners pay more attention to the relationship while 
Westerners pay more attention to objects. 
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Table 4.17. Different image uses between Taiwan’s and United States’ websites 
 Images from Taiwan’s e-commerce website Images from United States’s e-commerce website 
Electronic 
products 
 
  
 
 
 
 
Cosmetic 
products 
  
Clothing 
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4.3.3 Masculinity vs. Femininity  
Table 4.18. Agreement between design variables and MAS 
 TW US Agreement 
Male 33% 55% 
Female 57% 21% 
Combination 10% 24% 
Yes 
In Hofstede’s theory, United States is a masculine culture and Taiwan is a feminine 
culture. The characteristics of this culture dimension are also shown in the samples from this 
research. There were more images used on Taiwan’s samples websites than on the United 
States’ sample websites. Of the figurative images in the Taiwan sample websites, 57% 
contained only women while 55% of figurative images in the United States sample websites 
contained only men. More female figures were shown on the Taiwan sample websites. In 
addition, there were more images in the Taiwan sample websites showing cartoon and neutral 
environments (17%) than the United States’ sample websites (5%). 
 
4.3.4 Uncertainty Avoidance 
Table 4.19. Agreement between design variables and UAI 
 TW US Agreement 
Sub-menus 31% 55% Yes 
Consistency 58% 75% No 
Use of icons 62% 35% Yes 
In Hofstede’s theory Taiwan scores higher in uncertainty avoidance than the United States. 
The results for the design variables discussed in this research agree with Marcus and Gould’s 
study except for consistency. 
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In Taiwan’s sample websites, sub-menus were used less often than in the United 
States’ sample websites. This result is in agreement with the assumption of having a limited 
choice of navigation. Also, more of Taiwan’s sample websites used icons than the United 
States’ sample websites. However, the results for consistency of navigation are not in 
agreement with Hofstede’s theory. A higher percentage of the United States’ sample websites 
used a consistent navigation system.  
 
4.3.5 Long-term Orientation 
Table 4.20. Agreement between design variables and LTO 
 TW US Agreement 
Use of icons 62% 35% Yes 
Use of image Relation oriented Object oriented Yes 
According to Hofstede (2005), Long-term orientation is the dimension related to 
Confucianism. Having Confucianism as part of its culture, Taiwan ranks highly in this 
dimension. As mentioned previously, cultures with a higher long-term orientation treat 
relationships as a source of information and credibility. Thus Table 4.11 can also explain the 
characteristics of this dimension. Images in the Taiwan sample websites emphasized 
relationships and the practice of values instead of the product itself. Besides the use of 
images, more of Taiwan’s sample websites used icons. It is also in accordance with the 
results of Nisbett’s studies (2003), which were addressed in the literature review, that Asian 
culture is more focused on relationships instead of objects. 
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Discussion and Summary  
The results of this study agree with Hofstede’s theory and Marcus, and Gould’s study with 
some of the web design characteristics, but not all of them. Table 4.24 shows the agreement 
between design variables and cultural dimensions. The results from the Taiwan sample 
websites are in agreement with Marcus and Gould (2003)’s assumptions in the use of sub-
menus, page alignments, the use of icons, the cultural icons, the use of colors, and the use of 
images. The following will summarize the design variables in agreement with cultural 
dimensions and discuss the design variables in disagreement with cultural dimensions. 
The use of sub-menus reduces the information hierarchy and relates to a lower power 
distance. Also, the limited navigation and navigation without sub-menus relate to higher 
uncertainty avoidance cultures. The result of sub-menus uses showed the agreement with 
power distance dimension and uncertainty avoidance dimension.  
The result of alignment of website was accordance with the expectation: there were 
more websites aligned on the center than United Stats’ websites. 
The result of use of icons was accordance with the expectations. The higher 
uncertainty avoidance culture and long-term distance culture apply more icons. There were 
more of Taiwan’s samples applied icons than United States’ samples. The use of icons also 
relates to Nisbett’s statement that Easterners emphasize on relationships more than objects. 
The use of cultural icons directly relates to power distance; higher power distance 
culture has more cultural icons. Also, because a collectivism culture emphasizes tradition and 
history, the use of culturally influenced icons relates to collectivism. The emphasis on history 
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is also addressed in literature review as Chinese time-orientation. In the result of this design 
variable, Taiwan’s samples applied more cultural icons than United States’ ones. It is 
accordance with Hoftede’s study that Taiwan is a higher power distance culture and more a 
collectivism culture. 
Taiwan’s sample websites also displayed collectivism through the use of images. It 
was found in agreement with Hofstede’s cultural dimension theory that Taiwan is more a 
feminine culture by its use of images with females, landscapes and cartoons. What’s more, 
the use of images showed a lot of relationships (Table 4.23) supported that Taiwan is a long-
term orientation culture. 
As shown in Table 4.24, the results from this study have a high degree of agreement 
with Marcus and Gould’s study and Hofstede’s cultural dimension theory, with some 
exceptions. These exceptions include website hierarchy in describing power distance and 
consistency in describing power distance and uncertainty avoidance. It is assumed that the 
more consistent the website, the higher power distance the culture exhibits. Also, the high 
uncertainty avoidance culture should have more consistent navigation. However, the result of 
consistency did not show the agreement with the assumptions. According to Hofstede’s 
study, Taiwan shall have more consistent navigation on the websites. The websites of higher 
power distance cultures were expected to have a clearer visual hierarchy on their structure. 
Yet, Taiwan’s sample websites did not show clear hierarchy on the web structure. 
The biggest reason for reducing the hierarchy of Taiwan’s sample websites was how 
they used images; there were many images applied on one page. The possible explanations to 
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this characteristic are (1) the limited classification of culture dimensions and (2) the 
environmental influence of the culture.  
Even though Hofstede has successfully measured cultural dimensions in terms of 
general values; there are still different values inherent in specific cultures. There are more 
cultural values in Chinese culture shared by Chinese people from different regions, including 
Taiwan (Fan, 2000). It is described by Nisbett (2003) that Easterners emphasis more on the 
relationships and see the things as a whole. One of the Chinese values supports Nitbett’s 
research is ‘take a long range view (Fan, 2000).’ This value is not addressed in Hofstede’s 
theory, yet it is very important in Chinese culture. The other value, ‘equality/ egalitarianism’, 
can also describe Chinese culture: always seeing the whole of a thing and act as the mean 
(Zhong Yong) (Yau, 1994). There are some other Chinese values in Fan’s study such as 
‘deference of authority’ and ‘obligation for one’s family and nation’ that can be described 
and related to Hofstede’s Power Distance dimension. The contradiction between the results 
of this study and Marcus and Gould’s suggestion that cultures with a high PDI also have 
higher hierarchy may due to the limited classification of culture values. The lower hierarchy 
that occurred on Taiwan’s websites can be related to the Chinese value ‘take a long range 
view,’ and at the same time Chinese culture still has the value ‘deference of authority’ which 
consists of hierarchy between people. 
The cultural dimension theory presents stable values in cultures. However, a website 
presents rapidly changing and immediate information. The cultural values are changed by 
economic and social changes. Also, a culture is influenced by its environment. Chinese 
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values are shared by the Chinese people even in different regions. However, the values have 
more or less importance to different regions. Taiwan is a country with a very high population 
density. According to Taiwan’s government statistics, there are 639 persons per square 
kilometer (6 persons per hectare). The crowed layout with images and icons in Taiwan’s 
sample websites may be a reflection of Taiwan’s environment. 
By explaining Chinese cultural values more specifically and describing the 
environment of Taiwan, the researcher believes that web design does reflect its own culture. 
The results of this study also agree with Nisbett’s research that Easterners have synthetic 
thinking and pay more attention to relationships instead of objects. According to the results 
of this study, some conclusions about the relationship between culture and web design 
characteristics are listed:  
1. Higher power distance cultures have a higher hierarchical structure by reducing the use of 
sub-menus. 
2. Consistency of navigation is not directly related to higher power distance. 
3. Higher uncertainty avoidance cultures do not necessarily have simple or consistent 
navigation systems. More information may be placed on one page to avoid ambiguity.  
4. Cultures with higher uncertainty avoidance use more icons and images on websites. 
5. The use of culturally influenced icons is related to higher power distance cultures and 
long-term orientation cultures. 
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CHAPTER 5. CONCLUSION 
 
This study’s aim was to identify the web design characteristics of Taiwan’s websites and to 
evaluate how much of Taiwan’s culture was represented in its websites.  
The development of the Internet accelerated the formation of the global village. 
Websites are not only beneficial for global companies, but they also play an important role in 
communication between cultures. For the audience within one culture, there are always 
cultural values that cannot be understood by outsiders. It is important for web designers to 
understand the cultural values that affect users’ design preferences and address these 
preferences in their designs. Because Taiwan is a country with a high Internet penetration, it 
was chosen as an example to study culture and web design. 
The characteristics of Taiwan’s websites were reported in the results, findings, and 
discussion. The characteristics of navigation, layout, icons, and colors were addressed. 
Taiwan's websites tended to have the navigation on the top, but there was no clear hierarchy 
between the navigation area and the content. Also, many of Taiwan’s websites did not design 
their navigation consistently. Taiwan’s websites did apply grids and the most commonly seen 
structure was a top header with three columns. Many websites used icons to improve their 
navigation. Furthermore, Taiwan’s websites used culturally relevant symbols in their icons, 
and finally, Taiwan’s websites tended to use a large variety of different colors.  
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The difference between Taiwan’s websites and the United States’ websites was also 
discussed. Different characteristics were found in the comparison between the sample 
websites for Taiwan and United States:  
1. different preferences for the main navigation location,  
2. the United States' websites had a more consistent navigation system,  
3. the United States' websites had stronger or clearer visual hierarchy,  
4. there were different preferences for the basic layout structure,  
5. Taiwan's websites used more icons and images than the United States' websites, and 
6. Taiwan’s websites used more colors on logos.  
To understand the manifestation of culture in website design, the results of this study 
was compared to Hofstede’s cultural dimension theory as well as to Marcus and Gould’s 
study. There was agreement shown in the following scales: Individualism and Collectivism 
(IDV), Masculinity and Femininity (MAS) and Long-term vs. Short-term Orientation (LTO). 
Disagreement was shown in the Power Distance Index (PDI) and Uncertainty Avoidance 
Index (UAI) scales. These results may be due to the limited nature of the cultural value 
classification, and the results also show the influence of the environment on the culture. 
According to the findings of this study, Taiwan’s websites show its culture by the usages of 
different design variables, such as the use of sub-menus, website alignment, the use of icons, 
cultural icons, and images. Taiwan’s websites also show additional cultural manifestations as 
seen by the strong emphasis on relationships and a strong agreement with Nisbett’s research 
that was discussed in 2.1.4. 
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This study suggests that web designers should accommodate cultural values in web 
design. Different cultures do have different preferences in terms of design elements. When 
designing websites for Taiwan’s users, designers should note the usage of the web design 
variables that was discussed in previous chapters. The Taiwan sample websites should create 
more hierarchy in their navigation system. No matter how many images are used, a visual 
hierarchy can always be created by applying size contrast, color contrast or spacing. The 
study also suggests foreign designers to be aware of the target country’s design preferences 
when designing websites for that country. When designing websites for Taiwan’s users, 
images and icons are preferred and heavily applied. Also, because the people of east Asia, 
including Taiwan’s people, tend to see things as a whole, the audience prefers more 
information on the homepage.    
 
5.1 Limitations 
The websites samples were collected on September, 2009 through the analysis website- 
Alexa.com. They were selected according to the metrics of daily visits and page views within 
one month. The websites rankings may change and some websites selected in this study may 
fall in the ranking later.  
This study intended to determine general design characteristics. The samples of this 
study were collected as most used websites. The targeted audience for these websites and 
demographic variables, such as age or gender, were not considered in this study.  
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5.2 Consideration for Future Study 
Recommendations for applying the findings and suggestions for future studies are contained 
in the following list: 
1. Different cultural preferences are important for designers to know, but it is also important 
to keep design principles in mind.  
2. The results and discussion sections of this study reveal the limitations of the cultural 
values classification used in this study. Hofstede’s cultural dimension theory can be used 
as a general classification of cultural values. However, more categories or sub-categories 
should be considered when measuring cultural values and their manifestations.  
3. Future study in exploring the relationship between culture and web design needs to look 
at a specific culture, its environment, and its social condition. Cultural values may change 
because of different political, social, and environmental conditions.  
4. This study’s focus was on the generalization of web design elements. However, the sub-
cultures within a specific culture may show their influence on web design. Future study 
should consider sub-cultures and investigate how sub-cultures influence the web design 
of a specific culture. 
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APPENDIX A. SCREENSHOTS OF TAIWAN’S SAMPLE WEBSITES 
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APPENDIX B. SCREENSHOTS OF UNITED STATES’ SAMPLE 
WEBSITES
115 
116 
117 
 
118 
 
119 
BIBLIOGRAPHY 
Ashman, H. Et al. (2008). HCI and the Web. In Sears, A. & Jacko, J.A. (Eds.), The Human-
computer Interaction Handbook (pp. 331-352). New York, NY: Lawrence Erlbaum 
Association. 
Boling, E., Eccarius, M. & Smith, K. & Frick, T. (2004). "Instructional Illustrations: Intended 
Meanings and Learner Interpretations", Journal of Visual Literacy, 24:2, 185-204. 
Business Next (2008). Taiwan Top 100 Websites. Retrieved from 
http://www.bnext.com.tw/article/view/cid/0/id/9064 
Carter, R, Day, B., and Meggs, P. (2007), Typographic Design: Form and Communication. 
Hoboken: NJ: John Wiley and Sons. 
Central Intelligence Agency (2009). The World Factbook: Taiwan. Retrieved from 
https://www.cia.gov/library/publications/the-world-factbook/geos/tw.html. 
Chau, P. Et al. (2002). Cultural Differences in the Online Behavior of Consumers. 
Communication of the ACM, 45(10), 138-143 
Cole, M. (1996), Cultural Psychology: a Once and Future Discipline. Cambridge, MA: 
Belknap Press of Harvard University Press. 
Cyr, D., Trevor-Smith, H. (2004). Localization of Web Design: An Empirical Comparison of 
German, Japanese, and U.S. Website Characteristics. Journal of the American Society 
for Information Science and Technology, 55(13), 1-10. 
Davidson, G.M. & Reed, B.E. (1998), Culture and Customs of Taiwan. Westport, CT: 
Greenwood Press. 
120 
Fan, Ying (2000). A Classification of Chinese Culture. Cross-Cultural Management, 7:2, 3-
10. 
Fogg, B.J., Soohoo, C., & Danielson, D. (2002). How people evaluate a Web site's 
credibility? Results from a larger study. Persuasive Technology Lab, Stanford 
University. 
Garrett, Jesse J. (2003). The Elements of User Experience: User-centered Design for the 
Web. New York, NY: New Riders. 
Hofstede, Geert H. (2005). Cultures and Organizations: software of mind. New York, NY: 
McGraw Hill. 
Internet World Stats (2009). World Internet Users and Population Stats. Retrieved from 
http://www.internetworldstats.com/stats.htm 
Kitayama, S., Duffy, S., Kawamura, T., & Larsen, J. (2003). Perceiving an Object and Its 
Context in Different Cultures: A Cultural Look at New Look. Psychological Science, 
14. pp. 201-206. 
Krug, Steve (2006). Don’t Make Me Think. New York, NY: New Riders. 
Legge, James (1960). The Chinese Classics. Hong Kong: Hong Kong University Press. 
Lewis, J. (1978). Typography. London: Barrie and Jenkins. 
Lip, Evelyn (2000). Chinese Practice and Believes. Torrance, CA: Heian International, Inc.  
Little, S. & Eichman, S. (2000). Taoism and the Arts of China. Chicago, IL: Art Institute of 
Chicago. 
121 
Marcus, A. & Gould, E.W. (2000).Crosscurrents: Cultureal Dimensions and Global Web 
User-interface Design. Interactions. July/August, 33-46. 
Marcus, A. (2008). Global/international User Interface Design. In Sears, A. & Jacko, J.A. 
(Eds.), The Human-computer Interaction Handbook. (pp. 331-352). New York, NY: 
Lawrence Erlbaum Association. 
Markus, H.R. & Hamedani, M.G. (2007). Sociocultural Psychology. In Kitayama, S., & 
Cohen, D. (Eds.), Handbook of Cultural Psychology. (pp. 3-39). New York, NY: 
Guilford. 
Neuer, R., Libertson, H., & Yoshida, S. (1979). Ukiyo-e: 250 Years of Japanese Art. New 
York, NY: Mayflower Books. 
Nielson, Jakob (2000), Designing Web Usability. New York, NY: New Riders. 
Nisbett, R.E. (2004), The Geography of Thought: How Asians and Westerners Think 
Differently… and Why. New York, NY: Simon & Schuster. 
Norton, W. (1994), The Icon Book: Visual Symbols for Computer Systems and 
Documentation. New York, NY: John Wiley & Sons. 
Payne, J. W., Bettman, J. R., and Johnson, E. J. (1993). The Adaptive Decision Maker. 
Cambridge: Cambridge University Press. 
Per Mollerup (1999), Marks of Excellent. New York, NY: Phaidon Press. 
Peterson, L.K. and Cullen, C. D., 2000. Global Graphic: Color. Massachusetts: Rockport 
Publisher, Inc. 
122 
Russo, P. & Boor, S. (1993), How Influent is Your Interface?: Designing for International 
Users, Proceedings of the SIGCHI conference on Human factors in computing systems 
(p.342-347). Amsterdam, Netherlands. 
Samovar, L.A. (1995), Communication between Cultures. Belmont, CA: Wadsworth. 
Shweder, R.A. (1999), Cultural psychology, In R. A. Wilson & F.C. Keil (Eds.), The MIT 
encyclopedia of the cognitive science. (pp. 211-213). Cambridge, MA: MIT Press. 
Steve Krug (2006). Don’t make me think! A Common Sense Approach to Web Usability. 
Berkeley: CA: New Rider. 
Syarief, A., Diard, J. R., Detrie, T., & McBeath, M.K. (2003), An Initial Cross-Cultural 
Survey of User Perception on Web Icon Design for Travel Websites.  
TWNIC(2008). Taiwan's Internet Use Report 2008. Retrieved from 
http://www.twnic.net.tw/NEWS4/64.doc 
United States Department of Health and Human Services (2006). Research-based web design 
& Usability Guidelines. Washington, D.C., MA: U.S. Government Printing Office. 
Vest, J., Crowson W. and Pochran S. (2005). Exploring Web Design. Clifton Park, NY: 
Thomson/Delmar Learning. 
Watzman, S. & Re, M. (2008). Visual Design Principles for Usable Interface: Everything is 
Designed: Why We Should Think Before Doing. In Sears, A. & Jacko, J.A. (Eds.), The 
Human-computer Interaction Handbook (pp. 331-352). New York, NY: Lawrence 
Erlbaum Association. 
123 
Ying Fan (2000). A Classification of Chinese Culture. Cross Culture Management, 7(2), 3-
10. 
 
124 
ACKNOWLEDGEMENT 
I would like to thank everyone who had helped me and made this study possible. First 
of all, I would like to express my sincere gratitude to Sunghyun Kang, my major professor, 
for her continuous help, guidance and encouragement. I would also like to thank my 
committee members- Professor Debra Satterfield and Professor Chiu-Shui Chan for their 
advices and support. Secondly, I thank my parents for their support, especially my mother; 
who is not only the best mother but also the best teacher to me. Thirdly, I appreciate all my 
classmates and friends who spent their time discussing with me. I also thank my editor- Mark 
Satterfield for his profession and hard work. Finally, I thank Yi-Wei for his love and support. 
